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An army of men made brand-conscious 


through Friendly 


Five Advertising 


In all the history of this company never 
does it seem, have so many men, in so 
many different localities, been made so 
brand-conscious of Friendly Fives — 
so eager to enjoy the greatest foot com- 
fort, the greater buying facility, made 
possible by the great Friendly Five in- 
stock range of patterns, sizes and widths. 
This is evidenced by the stock fill-in 
orders pouring in — by the thousands — 
from all points of the compass! Again, by 
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with Friendly Five National Advertising, 7 
and thus focus local reader-interest on | 
their stores. 4 
And now — to concentrate June sport- F 
shoe buying on Friendly Fives — come 
two more colorful, full-page messages — 
one in the June 3rd COLLIER’S; the 
other, in the June 17th SATURDAY 
EVENING POST. 

Capitalize the local market this advertis- 
ing is opening up! Tie-up with it. Do this 
through your display windows — in your 
newspapers. Order mats numbers 63 and 
617 right now. 


Our Merchandise Display Department 
is Working Overtime for YOU 


shown above. Close touch with the metro 














like these are 
P into 
ACTION — increasing consumer 
demand for Friendly Fives. Tie-in. 
Newspaper mats on request. 
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JARMAN SHOE COMPANY 


Headed by one of the most resourceful dis- 
play men in the shoe industry, our mer- 
chandising display department is constantly 
developing new ideas to dress up your show 
windows and bring customers into your 
store. One of our new display features is 


politan art centers, coupled with our own 
creative facilities, enables us to supply you 
with the smartest, most modern and up-to- 
date merchandising display material on the 
market. 


From the Friendly Five Mail Bag 


From The Hub Clothiers, 418 Austin Ave., Waco, Texas, under date of Feb. 20, 1933. 


“It gives me great pleasure to inform you that we have just closed the first 

ear’s connection with your firm and that our shoe department showed an 
increase of over 50 per cent in the number of units sold against the previous 
year. In fact 60 per cent would be nearer the correct figure, and we attribute 
that practically altogether to your Friendly Five Shoe.” 


Signed J. A. Hayman 
NASHVILLE, 


Ts 


TENNESSEE 





When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


The cow jumps 
over the moon again! Native cows 
and steers which had brought 5% 
cents in early April, jumped in a 
month to 10% cents—an advance 
of almost 100 per cent. Hides of 





other classes made similar records. 
Cut soles register an increase of 
five cents a pair for women’s 
weights and eight cents a pair for 
men’s shoes. In the case of hides, 
the prices quoted represent an in- 
crease from the low of one year 
ago of more than 180 per cent. 

Naturally, shortages have devel- 
oped as they always do, with a ris- 
ing market when manufacturers 
are trying to cover. It is the well- 
considered opinion of a prominent 
sole leather tanner that if shoe 
manufacturers making the lower 
grades of women’s shoes rush into 
the market for large supplies, an 
acute shortage will come about in 
that section of the business. 

While all this tumult had been 
going on in the sole leather mar- 
ket, what of upper leather? 

The curious fact here is that the 
finished leather, while it has ad- 
vanced, of course, has not kept 
pace with the advance in the price 
of the skins from which it is made. 
This, at least, is true of calfskin, 
where the advance “in raw skins 
was practically double what it was 
in the finished leather. Men’s 
black calfskin leather has been sell- 
ing at four cents and more above 
the low levels of early this year. 


Quotations have been even higher. 
Women’s black grain calfskin, 
which is usually chosen as a barom- 
eter; has had a similar advance, but 
there seems to persist a gap be- 
tween the increase in price of the 
raw stock and in that of the fin- 
ished leather. 

This, plus the fact that large 
manufacturers have covered, heav- 
ily, indicates to more than one tan- 
ner that prices of the finished stock 
will continue to advance for a time 
and that no recession can be ex- 
pected for several months. 

Approximately the same _per- 
centage of increase applies to the 
kidskin market—some colors, in 
heavier demand at this time of 
year, having advanced proportion- 
ately farther than others. 

It is obvious, therefore, that re- 
cent advances in the price of shoes 
have been justified not only by in- 
creased confidence in the future 
but by price increases which are 
accomplished facts—not hopes. 


* * 





C. F. Bally, Led. 


of Switzerland shows great prog- 


ress internationally. They have 
just secured control of the busi- 
ness of W. Heldenstern & Sons 
of Norwich, England, and merged 
it with their own. This will give 
them an added production of 300,- 
000 pairs of women’s shoes annu- 
ally and will give employment to 
approximately five hundred opera- 
tives in Norwich. All of the shoes 


from this plant will find a place in 
the British market, chiefly through 
the outlets of a very extensive re- 
tail subsidiary of the Bally Co. 
The Swiss, as international traders 
in quality goods, have no peers in 
the world. America might well 
learn from them. 


* * * 


DON'T FORGET 
WE STILL HAVE 
THE UNEMPLOYED 
WITH US 





N. Adams 


of the Fred Rueping Leather 
Company, Fond du Lac, Wis., 
says: 

“The real national problem at 
present is the number of unem- 
ployed and the fact that it is going 
to take a considerable length of 
time even under the best of condi- 
tions to get these people back to 
work and give them a fair pur- 
chasing power. I can’t see how 
you are going to make any greater 
number of possible shoe buyers if 
you advanced a $3 shoe to $3.50, 
that is, retail. I am not overlook- 
ing the fact that there is an urge 
to buy when prices are advancing, 
but under existing circumstances 
there are too many people that 
simply lack the ability to buy to 
any greater extent than they are 
buying today, and then as you get 
the large number of unemployed 
back to work they will need me- 
dium to low-priced merchandise. 

“It is my opinion that shoe 
values on the average during the 
past six to eight months have been 
the greatest value that we will ever 
see in the shoe business. 





¥ F. James, 


vice-president of the Brown Shoe 
Company, St. Louis, Mo., says: 

“There is no question of a doubt, 
Mr. Terhune, there is a better feel- 
ing all over the country. The most 
appreciable increase, we have no- 
ticed, is in the Southern States. 

“It is my opinion that the 
higher-priced farm products and 
better feeling which undoubtedly 
exists, will bring back prosperity, 
without inflation—or by what I call 
‘artificial means.’ 

“We hear more cheering news 
from the East than most anywhere 
else. A banker just returned from 
New York today and he says the 
optimism in Wall Street and all 
financial circles is running ram- 
pant, to the extent that he really 
was alarmed and felt the inflation 
idea was running too strong.” 


* * * 


H. N. Rosenthal 


of Athens, Ga., was spokesman for 
shoes in a cotton conference and 
gave the story of the use of cotton 
in footwear so that every cotton 
grower became more appreciative 
of shoes. Mr. Rosenthal tells us: 


AFTER 7 
ooogd 
Doo 





BEFORE 
doo! 





“Conditions in Athens are im- 
proving every day and we can see 
the upturn of business conditions 
as a whole. On the strength of 
this we are moving into our new 
and larger location. I am very 
optimistic in regard to the possi- 
bilities of larger business in Athens 
and therefore we are making this 
change after having been in our 
present location only five months.” 


* * * 


J ack Carr 


of Tampa, Fla., has a string of 
medals and cups for writing the 
best series of letters. That’s his 
profession — putting imagination 
into letters. Here’s his famous 
story of: “In the land of easy 
money.” 


“Ten men who were financiers 
chipped in ten dollars each and bought 
a fine cow that gave ten gallons of milk 
every day. The milk was divided at 
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night and each man received one gal- 
lon as his share. 

Soon the neighbors far and near 
heard about the wonderful cow and said 
to one another, “Think of getting a 
whole gallon of milk every day. What 
a wonderful return on a ten-dollar in- 
vestment! I wish I had a share in her.” 

When this talk was repeated to the 
ten men they held a meeting, and one 
of them said, “Let us give these people 
what they want. Our shares in the cow 
cost us ten dollars and we can sell other 
shares at the same price.” 





So they went to a printer, and ob- 
tained one thousand sheets of paper 
bearing the legend, “One share in the 
cow.” Then they sold five hundred of 
these shares at ten dollars each, which 
brought them five thousand dollars, and 
divided the other five hundred among 
themselves as their reward for being 
smart. 

Each man of the ten now had fifty- 
cne shares, whereas in the beginning 
each had but one. 

But one of the ten began to worry. 
“Look here,” he said, “every fellow 
who bought a share in this cow will 
expect a gallon of milk tonight, and the 
cow gives only ten gallons. When the 
milk is divided into one thousand and 
ten parts these new shareholders won't 
get a spoonful. Shares will drop to 
nothing. We'd better unload while we 
can.” 

So the ten men went out on the street 
to find investors, and each of them sold 
the fifty shares that had been awarded 
to him, and thus they obtained a second 
five thousand dollars to divide among 
them. But now night was drawing 
near, and again one of the ten began 
to worry. “There will be a row at milk- 
ing time,” he said. “Hasten abroad and 
persuade each of the shareholders to 
sign a proxy, which is a joker, authoriz- 
ing you to cast as you think best the 
vote to which his share entitles him. 
Then return with the proxies and we 
shall do some voting.” 

At twilight the men met at the barn, 
and in their hands were one thousand 
signed proxies to represent the absent 
shareholders and the ten were entitled 
to vote in their own right, for each still 
held his original share. “Now,” said 
the one who did the talking, “we must 
reorganize. This company needs a presi- 
dent, a treasurer and eight vice-presi- 
dents. That gives each of us a job. 
And since there are ten of us and the 
cow gives ten gallons, it is moved and 
seconded that each of us receives a sal- 
ary of one gallon of milk per day. All 
in favor say ‘Aye’.” The motion car- 
ried without a dissenting vote. 

And then they milked the cow.” 


* * * 


R. P. Boothby, 
vice-president of the Ault-William- 
son Shoe Company of Auburn, 
Me., reports that none of the Au- 


burn shoe factories was in that 
section of the city recently swept 
by fire. The city’s shoe industry 
is continuing, unaffected in any 
way by the disaster. “In fact,” 
says Mr. Boothby, “things are 
decidedly on the up and up here. 
New factories are coming in and 
our own business particularly is 
greatly improved. We have in- 
creased our prices and the effect 
has been marked and is decidedly 


satisfactory.” 
* * 


a4 

Se ciaiennen want 
money and credit first,” said Dr. 
Walter B. Pitkin before the New 
Products Conference in Boston re- 
cently. It’s useless to talk about 
what they will buy until they are 
able to buy. We must consider 
first what business men can do 
quickly to restore buying power 
and secondly what people will 
chiefly demand as soon as buying 
power is restored.” 


* * 


* 
ad 

Bu: 43% 
of bills are paid by consumers 
when due,” said P. A. O’Connell, 
president of E. T. Slattery Co., of 
Boston, speaking at the 12th an- 
nual meeting of the New England 
Retail Credit Grantors at the New 
Ocean House in Swampscott. Mr. 


ERASHINGTON] WE'LL FIND Our 











| MWSIN 
O’Connell also predicted a 30 per 
cent increase in commodity prices 
as soon as inflation really begins. 
He is one of a group of merchants 
who are soon going to Washing- 
ton to discuss with the administra- 
tion the problems of the place of 
the merchant in the regulation of 
business according to the “New 
Deal.” 





* * * 


E. B. Moran 


of the National Association of 
Credit Men says: © 

“Higher prices, which will be 
experienced during the balance of 
1933, will come about by natural 
or by artificial means. The natu- 
ral method, and the more desirable 
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one, would result from an in- 
creased demand for merchandise, 
improved business activity, declin- 
ing unemployment, improved 
banking facilities, etc. The arti- 
ficial means of raising prices can 
be by inflation. The message of 
those sponsoring inflation will 
probably fall very receptively on 
the ears of a sorely-pressed popu- 


lation.” 
dd 
Boots 


are a sign that retail buying is 
much easier,” reports H. H. Kaye, 
men’s shoe buyer for the Sak’s 
Herald Square store in New York. 
“These items,” he points out, “are 
distinctly in the luxury class.” In 
the past month Kaye has sold more 
riding boots than he sold all last 
year. His best selling price is one 
at $12.50, but he has lines at both 
lower and higher prices. 


* * * 


P « B. Magrane, 


Lynn’s greatest merchant, was a 
builder of men as well as a builder 
of business. The wisdom of his 
judgment was a gift of greater 
value than his money, for young 
men of Lynn, starting life’s strug- 
gle, and older men who were won- 
dering which way to turn, made 
their way to Mr. Magrane’s office, 
and there obtained the advice that 
set them on their course aright. 
He died recently at the age of 81, 
after a remarkable career. 

He came from Ireland to this 
country as a youth, worked on a 
farm, and later worked in a tan- 
nery. With savings from his earn- 
ings, pooled with those of a part- 
ner, he bought a small stock of 
goods, and these he and his part- 
ner sold from a_ horse-drawn 
wagon. The horse died, the part- 
ner gave up the venture, and Mr. 
Magrane found himself with $9 
worth of goods on hand. With 
these he went on foot from door 
to door, selling them for cash, and 
with the money thus obtained, he 
embarked on a career that led him 
to leadership among the merchants 
of Lynn, one of the largest prop- 
erty owners, and a philanthropist 
of liberal and wide givings. 


One A. Krause 


of the Wolverine Shoe & Tanning 
Corp., says: 

“The low unit profit on a sale 
of cheap shoes is the strongest 
argument against their prominence 
in any sales program. Any or- 
dinary shoe dealer can easily fig- 
ure his unit cost of selling. If he 
does this, he can readily see the 
gross margin on a $2 shoe (which 
will not exceed 60 or 70 cents) is 
less than his unit selling cost, and 
there is only one answer when 
gross income is less than gross 
expense. 

“Too many dealers are living in 
the hope of being able to stimulate 
their volume and so overcome in 
their total income, the effects of 
the low unit profit. However, a 
little thought will convince them 
that it is absolutely impossible for 
them to attempt to sell the cheaper 


shoes, instead of the better shoes, 
and absorb the selling cost.” 


* * * 


W. C. Goodwin 


of Fitchburg, Mass., says: 

“They are coming back to us! 
The people who have been buying 
the cheaper shoes on account of 
hard times are coming back for the 
better grades they formerly wore. 
They are sick of the cheap shoes, 
and they are convinced that good 
shoes are cheaper in the long run. 
They want their shoes to be com- 
fortable and to have that substan- 
tial appearance.” 


* * * 


Avthur E. Webb 
vice-president of the A. E. Net- 
tleton Company, Syracuse, was 
congratulated by his friends upon 
his thirtieth anniversary as an as- 
sociate of the company. 
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Compulsory Partnership With Government 


Trade Association Leadership Moves Towards 


Industrial Recovery 


A: a meeting in New York 
on May 26, the executive committee of the National 
Boot and Shoe Manufacturers Association con- 
sidered the participation of government in busi- 
ness through the Industry Recovery Bill now 
before the 73rd Congress. This bill is to “encour- 
age national industrial recovery; to foster fair 
competition and to provide for the construction 
of certain useful public works and for other pur- 
poses.” 

Inasmuch as this bill considers the control of 
industry through its manufacturing forces, the 
probability is that if a Federal administrator for the 
shoe industry is appointed, that duty will fall upon 
J. Franklin McElwain. Mr. McElwain has stand- 
ing in Washington and active friendship with 
Hugh Johnston, who is almost certain to head the 
new Industrial Control Board; and with George 
Peek, who is ministrating the Farm Bill. These two 
men have a very clear vision of industrial control 
because they were picked by Bernard Baruch back 
in the days of the War Industries Board; and are 
considered strong, conservative men of vision. 

While it is true that the scholastic brain trust 
wrote the government’s bill for industrial recovery, 
the actual operators of the bill are going to be 
practical business men. 


The Industrial Recovery Bill gives President 
Roosevelt almost unlimited power to control pro- 
duction, wages, hours of labor, and working con- 
ditions in industry. He wishes to share that power 
with trade associations. 

Here’s the way it would work as applied, for 
instance, to the shoe industry: 

A trade association, composed of shoe manu- 
facturing companies, would draw up a code of fair 
competition for that industry: 

In the case of the shoe industry, there is 
no particular need for fixing the amount of 
shoes to be produced and the prices for which 
they would be sold. Shoes are such diversified 
products that it would be both impractical 
and almost impossible to set production totals 
and grade prices. The code, therefore, would 
be primarily to eliminate unfair competitive 
practices. 

This code or agreement would be submitted to 
the President. If approved, it would become im- 
mediately effective for the shoe industry. 

Other industries might ask and need to be 
exempt from the Anti-Trust Laws but there 
is no present feeling in the trade that that 
clause will be needed. 

The President would not approve the code un- 
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less he found that the association representing it 
was truly representative of the shoe industry and 
imposed no inequitable restrictions of membership ; 
and that the code would not promote monopoly or 
discriminate against the srnaller producer. 

At present, the National Boot and Shoe 
Manufacturers Association is, representative 
of the larger percentage of the shoe industry 
in point of volume of production. In all prob- 
ability, increased membership will also be 
made to increase its representative standing. 

During the past week, J. Franklin McElwain has 
interpreted the Industrial Recovery Bill to groups 
of manufacturers in New England. That work of 
interpretation will no doubt be made in other shoe 
manufacturing centers. The supposition is that 
the National Boot and Shoe Manufacturers Asso- 
ciation will serve as the basic trade association 
under the Industrial Recovery Bill; but there is 
nothing in the proposed law that would prevent 
a new and special organization for the period of 
the emergency—which is expected to cease at the 
expiration of two years after date of enactment. 

If no code were presented to the President by 
the shoe industry, and he deemed one necessary, 


he could prescribe a code for it—after hearings. 


Whenever necessary, in order to enforce a 
code, the President could require all shoe pro- 
ducers to obtain a license to operate. 

Inasmuch as the real purpose of the Indus- 
trial Recovery Bill is to reduce and relieve 
unemployment; to improve standards of labor 
and otherwise to rehabilitate industry, there 
must be in each code some provision for col- 
lective bargaining by employees to protect the 
right of a worker seeking employment—to join 
or refrain from joining a labor organization ; 
and an agreement by employers to comply 
with regulations prescribed by the President 
governing hours of labor, minimum rates of 
pay and other working conditions. 

If employers and employees within the shoe in- 
dustry were able to agree on a minimum wage a 
week for a certain class of worker—(and a thirty, 
thirty-six. or forty hour week) —the President 
might accept them. Or, if no such agreement were 
reached, to investigate conditions and fix such 
limits as he desired. 

An important point comes up as to seasonal 
peaks of work and whether or not an average 
thirty or thirty-six hours a week over a year’s 
time would be acceptable. To say that no 
worker could work more than thirty-six hours 
in any one week, is to penalize that worker in 
those months of minimum production when, 
in all probability, he would be employed but 
very few hours because of lack of orders. 







Several things will be obligatory upon the shoe 
industry if the Industrial Recovery Bill becomes 
law. 

First—in order to have the necessary informa- 
tion on which to act, the shoe association will be 
required to furnish any facts relating to activities 
of the industry that might be desired; and second 
—the President may impose cost accounting for 
the protection of fair trade. 

In other words—shoes can only be sold at a 
price that covers real cost of production or 
better. It will not be possible then to de- 
moralize the price levels of the trade by cut- 
throat competitive practices. In past cases, 
some manufacturer—to get business—might 
figure his shoes on a scrap of paper, knowingly 
or unknowingly eliminating cost items so as 
to insure getting the business at any price. 
That method of competition through senseless 
price cutting will cease. 

It is in the opinion of the best minds of the shoe 
manufacturing field that if this one point alone, 
of insistence upon the sale of shoes at real cost 
or better, is made obligatory, that it will give to 
the industry all that it needs and that it will not 
ask for cooperative, unlimited power to control pro- 
duction or to use emptions for the Anti-Trust Law. 

The shoe industry is not one of the industries 
that is rushing to Washington almost frantically 
eager for the strong-arm of the government to 
regulate and control every division of its operation. 

One industry has already submitted to Washing- 
ton a plan, providing for a six-hour day at a wage 
rate which will give workers the same purchasing 
power enjoyed in 1929 from an eight-hour day. 
This industry will increase wages and employment 
by adding 15,000 more men—providing, however, 
that it is given the right to agree on prices—fixing a 
minimum and maximum limit thereon; and to curb 
individual operations of capacity which in per cent is 
in excess of the industry's operation. This industry 
proposes an internal tax on its production, to be 
turned over to trustees who would use the funds 
either to relieve unemployment or to lease mills (to 
make them idle by compulsion) to relieve temporarily 
the industry from excess production. The mills made 
idle by such regulation would be recompensed out of 
this fund up to the point of interest charges and bare 
costs. 

But such a plan is certainly not to be considered 
in relation to shoes—for ours is an industry that 
has been fortunately able to parallel production 
and distribution, through the fact that demand 
makes production. 

If the prime purpose of this bill is to reduce and 
relieve unemployment and to improve standards of 
[TURN TO PAGE 45, PLEASE] 
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_ Extra Profits 


By HARRY R. TERHUNE 


, time is the logical time 
to display many accessories, useful for this season of the year, in 
the men’s section of family shoe stores, as well as in clothing 
and department stores. 

Men are doing things and going places that call for certain 
accessories. They will buy them somewhere, so many astute buy- 
ers figure that they might just as well gather these sales for their 
own benefit as to allow them to drift about town. 

Saks Thirty-fourth Street store in New York, for example, has 
a fine display of distinctly Summer knickknacks. One table fea- 
tures riding boot accessories, another has those items which 
pertain to bathing, a third has handball, golf, tennis and allied 
sports. 

A large case at the entrance of the department has a showing 
of sport shoes. In conjunction with these shoes are the findings 
and accessories the shoes suggest. Buyer H. H. Kaye always sees 
to at ventilated shoe trees, cleaners, shoe bags and the like 
a: vn with shoe displays. 

« a showing of various types of footwear for the woods 
anc re will make it appearance. High and low play shoes for 
both men and boys come in this category, for many men like a 
light, flexible, unlined shoe, especially one with crépe or rubber 


sole. 


(1) Ventilated shoe tree; with golf and sport shoes trees are indis- 
pensable. (2) Beach or locker room sandal, made of heavy cowhide 
leather. (3) Another type of beach sandal, having a heavy soft rubber 
sole. (4) There is a wide variety of moccasins, this one being termed 
a canoe moccasin. (5) This shoe is a glorified “play shoe” and comes 
in both high and low cuts. It is worn by both men and boys, and is 
used as an all-around outdoor shoe which will stand considerable wear. 





AND SHOE RECORDER 


combining Tue SHOE RETAILER, June 3, 1933 


in Promotion of Men's 
Summer Specialties 


There are a hundred and one other accessories other than those 
mentioned and illustrated, but these represent the. best sellers in 
most stores. All of this merchandise is carried in stock. This 
enables a store to keep its stock down to a minimum. 

Those shoe men who: have done a noteworthy job in the selling 
of shoe accessories, all agree on this one point: These items will 
not sell unless they are well displayed and unless the management 
thinks well enough of them to do a real selling job to his own 
sales organization. Just having a good assortment of good mer- 
chandise is not enough—they must be displayed in a dramatic 
manner to get results. 

Here is a suggestive list of Summer shoe selling suggestions: 
Bathing Shoes, Beach Clogs, Canoe Moccasins, Cleaners’ for Sport 
Shoes, Fancy Sport Belts, Golf Cleats, Golf Slacks, Hiking Shoes, 


Kiltie Tongues, Locker Shoes, Magic Carpet Innersoles, Mesh, 
Golf and Fancy Hose, Pull-on Sweaters, Riding Boot Accessories, 
Rubber Waders for Fishing, Shine Kits, Shoe Bags, Tennis 
Shoes, Ventilated Leather Garters, Ventilated Shoe Trees, Yacht- 
ing and Deck Shoes. 


(6) Another locker room sandal. The crépe rubber sole allows for 
many uses, even that of a lightweight camping slipper. (7) Shoe 
shining kits are showing considerable action this year, due in a measure 
to the large number of sport shoes in use. (8) A popular bathing shoe 
which may be worn in the water. Upper is of unshrinkable canvas, 
while the sole is of flexible chrome leather. (9) The ever popular 
crépe-soled tennis shoe. Sells equally well in high and low patterns. 
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Get the Most Out of the Sports- Wear Movement 


Basinese improvement will cure 
most everything. What is now being done in Wash- 
ton can be merely a dummy hand at cards without 
a showdown if the natural forces of business show 
enough improvement in the next twelve weeks to in- 
sure reemployment of millions next Fall and Winter. 
The next four weeks are the most important weeks 
in business recovery. 

June is naturally the biggest retail month of the 
season. If it exceeds normal expectation, it will cre- 
ate a confidence that will show itself in orders for all 
commodities. 

May we compliment the shoe industry for its show 
of courage this season and its possibility of regular 
business, at regular prices for the next six weeks 
ahead? May we claim a modest part in putting the 
proper emphasis on sportswear shoes, for the mer- 
chants of this country responded nobly to the cam- 
paign. 

National Sport Shoe Week was a crowning success 
of many months of preparation. Our constant em- 
phasis and reemphasis upon the natural need for sport 
shoes in a year that would be dominated by sports- 
wear apparel, has borne fruit. Our knowledge of the 
behavior of the American customer has been verified 
by the sales to date, at retail, of sports footwear. 

Last Fall, when many were looking for other move- 
ments of merchandise to increase or to maintain 
pairage, we stubbornly insisted upon the natural de- 
velopment of a great movement toward sportswear in 
all apparel and the harmonious participation of shoes 
in that movement. Sport shoes now dominate the stock 
of practically every store in the United States. 

National Sport Shoe Week was a great success 
hecause the merchant was prepared with shoes and 
the public was receptive to the promotion and the 
weather was propitious. Such a combination at the 
beginning of a season has some luck attached to it 
but real credit must be given to the practical plan- 
ning of an entire industry for a great movement of 
merchandise, toward a receptive public. 


When we noted, in February, the early sale of 
swagger coats for women and sport type fabrics jor 
men, we knew that the current sportswear demand 
would be accelerated as the season progressed. Even 
with bad weather almost universal the country over, 
nothing could stop the interest of the public in sports 
apparel. When the actual sport shoe season opened, 
every prediction became justified by public interest 
and demand. 

This is the greatest sport shoe season on record in 
sports footwear covering everything from white to 
colors and particularly ventilation. Keep it moving 
along and even quicken the pace of sale, for every 
shoe sold now is assured of retirement next Fall. The 
sport shoe is an in-season shoe and not a year-round, 
universal shoe. It is for that reason worth more as 
an industrial promotion than any other footwear. 

Every merchant knows that his present inventory 
is worth every retail dollar asked for it. Clearance 
time might well be retarded this year so that as a 
whole June and July may be extra-profit months, to 
compensate for all previous losses in volume, in pair- 
age and in dollars of the early months of the year. 

Get the most out of the sports weeks ahead. 


The Inevitable Sales-Tax 


The income tax loopholes revealed by the Senate 
investigations may mean major changes in our tax 
collecting system. Paper losses measured against pa- 
per profits make possible tax avoidance and in many 
cases tax evasion. 

What one form of tax hits everyone who buys 
goods and things of human use? The sales tax! 

Everyone in the government, except the out and 
out registers, wanted a sales tax instead of the new 
income levies. Yet no one dared openly to speak a 
good word for it. 

The reasons were largely political. Mr. Roosevelt 
manifestly didn’t want to champion the sales tax. 

[TURN TO PAGE 45, PLEASE] 
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RIDE THE TIDE 
OF THE TIMES 
BY TALKING 


| BAe 


ECONOMY ; 
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Ever since the first of 
the year, the economy of buying shoes 
built with Goodyear Wingfoot Soles 
has been told week after week, to 
more than seven million circulation 
in THE SATURDAY EVENING POST, : 
COLLIER’S, and LIBERTY — piling up 
business for you. 


It’s smart selling for you to use the 
same powerful selling point when 
you talk to customers in your store. 


No sole ever built can beat Goodyear 
Wingfoot Soles for wear — and a 
long-wearing sole means a long- 
wearing shoe. 


NO In these days when everyone wants 
NWNGia' economy — it pays to give them 
agekey-eam9 «what they want and feature it. 


) 


wll 
V 
) ) au 
/ 
ph wy 


l 
mmm 





ANT 


ty ef 
av TI 


HMI Ime 


| 
HM 


! 


Ih 


| 


_ 


WINGFOOT SOLES 





When writing advertisers please mention Boot and Shoe Recorder 





Boot AND SHOE RECORDER 
combining THz SHOE RETAILER, June 3, 1933 


... NEWS from the 








New ltems 


to 


Brighten 


the Summer 


Doldrums 








NEW INVISIBLE GARTER 

This is one of the trick- 
iest gadgets in many a 
moon. It’s a garter that 
folds itself inside of the 
top of the stocking hem and 
holds up hosiery without any 
visible means of support! 
If this won't attract atten- 
tion in a window or on a 
stocking counter, then we're 
all wrong. 

An engineer invented it. 
Its basic principle is an 
engineering one. It has 
three selling points. It’s 
really invisible under the 
thinnest, most clinging dress 
and perfectly flat at the 
top. It eliminates binding, 
bulging and that most un- 
attractive feature of wo- 
men’s lingerie—garter buck- 
les. It does away with 
stocking runs from the hem 
down and makes any stock- 
ing adjustable in length. 


Wen Summer comes, there are 
two things a store can do. It can reduce its stock. Pull down the awnings. Let 
the Summer dust settle and wait until Fall to do business. Or it can stir up some 
new ideas to sell the stock on hand. Put in a few attractive new items. Color up 
its displays and create a new selling season. 

And in the vacation period there are two things, also, to note about the 
customer’s frame of mind. In the first place, she is much more interested in 
quantity than quality. She wants variety. And, budgets being what they are, 
individual items must be inexpensive. In the second place, she is novelty-minded, 
color-minded. This has well been called the “silly season.” People will wear in 
June, July and August what they might consider extremely bad taste at any other 
time of the year. 

Women like to pick up a lot of little things in the Summer. Amusing little 
things. Gadgets. This is the time to look up some other sources of supply from 
those you deal with the rest of the year. This is the time when stores could well 
put up to their stocking buyer (usually a woman) the job of seeking out some 
such amusing gadgets. To be sold on the novelty counter up front. To scatter 
about in the window. Little gift items to take to a week-end hostess, at a dollar 
or less. The new garter and the new stockings we are showing here are typical 
of such items. 

Too often at this time of the year windows take on a hygienic hospital look— 
all white and flat. Why not jazz up your displays now and give a colorful setting 
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to your white shoes? Why not throw in some dyed shoes and novelty sandals for 
the sake of contrast, if nothing else? Why not break up the orderly rows of shoe 
styles standing two by two like nurses’ feet on ward duty? Jazz them up. Play 
them up. Intrigue people. Stop them. Bring them into your store. 

Summer sports activities offer endless opportunities for interesting displays 
and promotions. Particularly this season’s two headline sports, bicycling and 
roller skating. The fashions typical of this year give you plenty of scope, too. 
How many things you could do with the linen idea, selling some linen accessories 
to go with your linen shoes. The new linen or pique belt, for instance, with the 
zipper pocket to hold change. Another dollar item you can wear for any sport— 
even swimming. 

Don’t overlook the new importance of Summer evening things and Summer 
evening shoes now that inexpensive cottons are so much in the picture. Don’t 
overlook any possibilities of extra business. That’s the way to keep the doldrums 
from your door! 

Resourcefulness may be the key to this year’s profits. Resourcefulness in 
buying things to sell, resourcefulness in selling, through clever promotion, appeal- 
ing display, advertising that will interest people weary for a change. Now, more 
than ever, the merchant needs to have his wits about him. He needs to know when 
to be venturesome, when to be shy. It isn’t any time to “shoot the works.” But 
it’s a time to brighten up a business with new merchandise, new ideas, new sales 
appeals with a new slant, to encourage an eager but economically inclined public 
to part with new but not too plentiful cash. 





STOCKING FOR ROUND- 
TOED SHOES 
Here’s a stocking made 
to order for short vamp 
footwear. Because it is so 
closely linked with shoe 
fashion it is a particularly 
good item for a shoe store. 
The principle here is the 
accordeon one of a flexible 
section that takes care of 
the interval between half 
sizes. It also takes care of 
variations in the width of 
feet. No more long ends 
on stockings that get 
wadded in the toe of a 
shoe. What a selling point 
for your stocking buyer! 
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MORE ABOUT ROLLER 
SKATING 


How is roller skating 
coming along in your city? 
In New York the fad is 
growing by leaps and 
bounds. In Central Park 
you can see literally thou- 
sands of people rolling 
about of an evening. On 
Park Avenue some of the 
sub-debs have been skat- 
ing to school all this Spring. 
All around the town roller 
skating is a sensation. 

A red, white and blue 
roller skating fashion show 
held recently at the Central 
Park Casino was a big suc- 
cess. The girl in the pic- 
ture wears one of the cos- 
tumes. A film of this show is 
being released in news reel 
form throughout the coun- 
try. Watch for it in your 
theatre. 

The other day we saw a 
pre-view of a new Warner 
Brothers picture, “Gold Dig- 
gers of 1933.” It's a suc- 
cessor to “42d Street,” and 
even a zippier picture than 
that, we say. A roller skat- 
ing scene in this feature is 
going to have a big influ- 
ence. Wait and see. 

What are you doing with 
the idea? It will help sell 
sport shoes. All sport shoes 
with moderately low heels, 
good instep support and 
leather or composition soles, 
firm and even to hold the 
skate clamps, 














































Striking men’s Summer shoe window display in the Fifth Avenue store of John Ward, New York. 
effectively with illustrations, travel literature and marine paraphernalia, giving the windows a setting suggestive of 
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The yachting theme is carried out 
Summer and vacation 


travel. The code flags in the circular window spell out the name JOHN WARD, while those in the two side windows read MEN’S SHOES. 


Play Up Vacation Theme in 


Backgrounds for 
Summer Windows 


This week we show a 


men’s Summer and sport shoe window trim so dis- 
tinctly unusual in conception and execution that it 
could not fail to command attention, and the interest 
it aroused at the Fifth Avenue John Ward store was 
proof positive of its unique appeal. Throngs of men, 
attracted by the unique nauticak trim, stopped to look 
at these windows, and the striking effect created by 
the nautical idea- clearly accomplished its purpose, 
namely, to get men to look at the shoes. 

The purpose of .the yachting paraphernalia, of 
course, was to suggest the general idea of Summer 
and vacation travel and thus to provide an appropriate 
setting for the white’ shoes and sport combinations 
featured most prominently, along with light weight 
men’s shoes and general types for Summer wear. 
This is the sort.of thing which alert and enterprising 


Local Events and Activities of 
the Summer Season Suggest 
New Uses and Occasions for 
Outdoor Footwear Promotion 


merchants will do this Summer to tie their window 
displays up with current, seasonal interests. It puts 
timely news interest into window displays and gives 
the prospective customer a reason for buying the 
extra pair. 

“How often does the decorator look to his local 
newspaper for a display idea?” asks the Dennison 
company of Framingham, Mass., in the Summer issue 
of its interesting little publication, “Display Ideas,” 
which, by the way, can be had free by any reader of 
the RECORDER on. request. ‘“‘Practically every issue 
of every local paper has the germ of an excellent dis- 
play idea that can be dramatized and capitalized. 

“During this Summer, in every locality, there will 
be baseball, golf, tennis, fishing, boating and swim- 
ming events—all of tremendous interest to people 
passing store windows. Then, again, there may be 





HOE RECORDER 
008 sang Stas SHOE Rerainer, June 3, 1933 


Write 
or wire 
to-day 
for samples 


or ease lots 


of these 


STYLE ORIGINALS 


MANY DESIGNS 
MODERATELY PRICED 
TO RETAIL 
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STRONGER SELLING POINTS 
Camcos are washable 


Vultex impregnated mesh that 
wears better and holds its shape 


Camcos fit 


Original, appealing patterns in 
solids or mesh types. 


Leather or crepe soles 
High or low heels 
Accepted season’s colors, 
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Camcos sell profitably through the summer—no 
worries about mark-downs and carry-overs. Camco 
styling makes the first sale—Camco quality makes 
a repeat sale. 

® 


write or wire now for samples 
and don’t forget Sneex! 


CAMBRIDCE 
RUBBER COMPANY 


Leather Shoe Division 
General Offices and Factories 


CAMBRIDGE, MASS. 


BOSTON NEW YORK CHICAGO 
ATLANTIC AVE. 125DUANEST. 317 W. MONROE ST. 
AND LEADING WHOLESALERS 
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The Original 


ARCHLOCK SHOE 


for 
Men and Women WEDGE BALANCED 


ARCHLOCK Shoes are the result of years of resear RCH-RE! 
work by Dr. John Martin Hiss of Los Angeles, Califom 148,377) 
the originator of the ARCHLOCK Method of fy ‘l merc 
Manipulation. The Dr. Hiss Patented (No. 1,484.74 N Mart 
Cuboid Balancer and a special designed flange in F 
sole with correct wedge balance used exclusively jn 
Archlock shoes. 














neon in th 
that will ' 








Men's ARCHLOCK Women's ARCHLOCK 
shoes made shoes made 
by by 
The Conrad Shoe Co. The Walker T. Dickerson Co. 
North Abington, Mass. : Columbus, Ohio 


Salesmen now in their respective territories 

















ADDRESS U 


~The WALKER I 


Columbus 
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| ZATARS ~The METATARSAL 
Kass) ARCH- RELIEF SHOE 


ROR REDE 
‘Fashioned. to Fit” | 


RCH-RELIEF Shoes constructed with our Patented (No. 
148,377) Metatarsal Rubber Button have been success- 
lly merchandised for years and are endorsed by Dr. 
ichn Martin Hiss (the most prominent Orthopedic Sur- 
neon in the United States) as the extreme in style design 
hat will not endanger FOOT-HEALTH. 
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Men's ARCH-RELIEF 
shoes made 
by 
The Conrad Shoe Co. 








North Abington, Mass. 





Write for information about Exclusive Agency 


Women's ARCH-RELIEF 
shoes made 
by 
The Walker T. Dickerson Co. 
Columbus, Ohio 








SMMMUNICATIONS TO 


MICKERSON CO. 
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An attractive recent window display of children’s shoes by The Davis Company, State Street, Chicago. It suggests an effective treatment 
for windows featuring vacation shoes for boys and girls, and the same idea can be worked out with emphasis on any number of different 
games or sports. 


field days, conventions, or various other civic move- 
ments where interest is at a high pitch and the re- 
tailer can gain greater attention for his merchandise 
and his store. Nearly every retailer has some product 
or other that can be featured in connection with such 
activities. 

“If the idea to be featured ts a baseball game be- 
tween two rival teams of long standing, show photo- 
graphs of the teams or, if these are not available, 
secure display schedules of games to be played by 
each during the year and a ‘Won and Lost’ record of 
the games played in previous years. 


“Te may be that a field day 
and parade will be held soon in your community. If 
so, show a card outlining the schedule of events for 
the day, or a diagram that points out the route of the 
parade, if no appropriate photographs are available. 
Remember that everyone is interested in photographs 


of local interest, especially local groups. Such dis- 
plays are sure to stop a large number of people. 
Then, be sure to display appropriate merchandise that 
people will need—preferably in connection with the 
event featured. 

“Display windows must do their job quickly. They 
must not become over-decorated to the point of ob- 
scuring the merchandise display. Rather than becom- 
ing merely another decoration, the backgrounds must 
be sales-producing forces. They must be simple, to 


the point‘and. in the merchandising spirit of today.” 
These observations were made with reference to 
retail stere windows in general, but they all have a 
very special application to shoe windows. Shoes form 
a class of merchandise that can be tied up very effec- 
tively with activities of people and especially witi 
the outdoor interests and activities of the Summer 
season. Sport shoes, white shoes, ventilated foot- 
wear, slippers for Summer travel, tennis and beach 
footwear, golf shoes and all sorts of specialized sport 
types, all of these represent lines carried in the aver- 
age store which have a definite tie-up with Summer 
events and Summer activities in every community. 
Featuring them in windows built around these activi- 
ties is not only an effective way of doing a promo- 
tional job, it is almost the necessary thing to do ii 
the merchant is to make the most of his opportunity 
in the sale of these important lines of footwear. 
The logical procedure for the merchant and the dis- 
play man is to map out a schedule of important local 
events for the Summer season and plan early for a 
series of interesting windows, using these events as 
theme songs to introduce appropriate lines of mer- 
chandise. If there is to be a golf tournament, arrange 
to display the trophies in your windows, get some 
attractive photographs of former matches and make 
this a window for golf shoes and spectator sport 
types. 
If you sell children’s shoes, don’t forget the kiddies 
[TURN TO PAGE 47, PLEASE| 
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So we put 32 White patterns IN STOCK. Nine are illustrated here. These nine 





Unbranded 
Welt 


Genuine White Buck 
Brown Calf Trim 


AAA to C, 3% to 9 
Last 14 Hock 16/8 Peg Leather 


represent those that have proven to be the leaders. 


Sobling records 


They are being freely 


reordered by the most critical merchants. Order from this advertisement. 


No. 926 The IRIS 


No. 926—-White Dorrance Cloth 
No. 816—Pale Beige — Cloth 
AA to B, 


A to 1 to 
Last 14 Heel 16/8 Continental Wood 


No. 927 The BEBE 


DeLuxe 
Littleway 
White Dorrance Cloth 


AAA to B, 3% to 9 
Last 98 Heel 18/8 Continental Wood 


No. 9085 The SUE 


DeLuxe 

Littleway 
Genuine White Buck 
Brown Calf Trim 


AAA to B, 3 to 9 
Last 98 Heel 15%/8 Continental Wood 


Unbranded 
Welt 


Genuine White Buck 
Brown Calf Trim 

AAAA to B, 3 to 

Last 165 


Heel 16/8 Peg Leather 


Treadeasy 
Littleway 
Archsupport 
White Kid 


Last 14 


AAAA to C, 3 to 9 
Heel 16/8 Continental Wood 
Perforations punched through. 


No. 920 The BELLE 
No. 921 The BELLE 


Treadeasy 
Littleway 
Archsupport 


No. 920—Genuine White Buck $3.90 
Last 98 Heel 15/8 Continental W: 
No. 921—White Calf $3.65 
Last 165 Heel 16/8 Continental Wood 
AAAA to BR, 3% to 
Perforations punched through. 


No. 925 The DULCIE 


Treadeasy 
Littleway 
Archsupport 


AAAA to B, 3% to 9 
Last 14 Heel 16/8 Continental Wood 


No. 9084 The MIAMI 


Unbranded 
Welt 


Genuine White Buck 
Brown Calf Trim 
AAA to B, 3 to 9 


Last 165 Heel 16/8 Peg Leather 


SAMPLES SENT PREPAID—WRITE OR WIRE 
23 More White In Stock Styles not shown. Send for Complete Catalog. 


New York Sample Room — 


P, W. MINOR & SON, Inc. 


47 West 34th Street 


‘BATAVIA, N. Y. 


Room 429, Marbridge Bldg. 
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Dramatize Vacation Shoes in 


Show the Public How Right Shoes Can 
Give an Added Thrill to Sports and Travel 


Right now you’re probably planning your 
own vacation—reading resort and travel lit- 
erature; checking auto routes or train sched- 
ules; looking over your wardrobe; getting a 
great kick out of the anticipation and plan- 
ning for two or three weeks of rest, recrea- 
tion, and perhaps a bit of romance! 


Others are doing the same thing — and 
getting a kick out of it the same as you do. 
It’s one of the high spots of the year—per- 
haps THE high spot of the whole twelve 
months. Your customers are just folks like 
yourself |! 


So, let the vacation spirit dominate your 
ads and windows; and your store, too! In 
place of prosaic presentation and matter-of- 
fact selling of footwear, show and sell your 
shoes as a means to greater vacation 
pleasure. 


Vacation Time Headings for Ads and Showcards 


Yours for the finest vacation ever. 

Two weeks or two days—choose (Store Name) shoes for your 
holiday. 

Travel—play—rest—dance—in (Store Name) vacation shoes. 

Don’t let your feet let you down on your vacation. 

Give your feet a change of scenery, too. 

Look sportive and feel sportive in (Store Name) vacation shoes. 

Vacation shoes—from morn to midnight. 

Around town—or around: the world—in (Store Name) vacation 
shoes. 

Enjoy your vacation—you can in (Store Name) shoes. 

Vacation shoes—practical or pretty. 

Make the most of every Summer holiday—wear (Store Name) shoes. 

Vacation shoes—smart, appropriate, inexpensive. 

For your vacation—relaxing, dashing shoes. 

(Store Name) shoes are vacation bound! 

New footwear for the country club—to play or applaud. 

Vacation shoes—for hours of action and hours of ease. 

Vacationing? Get off to a good start in (Store Name) shoes. 

Vacation shoes that will go places and do things. 


DRAMATIZE your vacation shoes! Let 
the atmosphere of ads and displays reflect 
the spirit of the season. It’s surprising how 
people respond to such expressions of under- 
standing and interest. It’s human nature: 
we’re all human. 


And when you say or do the things that 
strike a responsive chord, you overcome the 
barrier of reserve—and your shoes become 
more interesting and desirable. Ads and dis- 
plays that emphasize the appropriateness 
and desirability of your shoes, plus sincere 
interest and understanding on the part of 
sales people in your store, will increase your 
sales of vacation footwear. 


You Can 
ENJOY YOUR VACATION 
in (Store Name) Shoes 


Vacation—that. at&too-brief respite from life’s routine, 
when you wantio efijoy every minute. With what pleasure 
you anticipaté:biisy, happy days and nights—a full program 
for every waking-hour. 

But how disastrous to enjoyment improper shoes can be! 
How essential that you provide shoes both appropriate and 
thoroughly comfortable. 

With (Store Name) shoes you can be sure of correct fit, 
and there are correct styles for every vacation need. You 
can be sure of enjoying your vacation in (Store Name) shoes. 


JUST the Shoes You Need for Vacation 


* 


Just right for the occasion. ' 

Just right for your feet. 

Styles that are smart for travel, for sports, for dress. 

Fitting that prevents all foot protest. 

While moderate prices for assured quality make it all the 
more desirable to choose (Store Name) shoes for your vaca- 
tion wardrobe. 


Vacation Bound—or Sticking Around? 


Getting away from it all? Great! 

(Store Name) vacation shoes will go as far as you like— 
comfortably. 

Sticking around?—Then give your feet a change of 
scenery. 

You'll feel pepped up, as well as dressed up. 

No two ways about it—whether a man’s playing or working, 
he will do better at it, if he’s good to his feet. 

There’s fine picking at $4.95 and $6.50. 
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Summer Ads and Windows 


Several important elements receive consideration in this Vacation Shoe promotion. 

The tie-up between newspaper ad, letter-folder, and display is complete. The group 

price of $14.85 for three pairs of shoes in three types is featured. The vacation 

spirit is emphasized in “Rest, recreation, romance.” The letter is personalized, 

while the folder is merchandised. This could be boiled down to a post card, but 
the letter-folder is stronger. 








Of to tu Land of 
REST* RECREATION ad ROMANCE 


WITH THREE PAIRS OF STORE NAME SHOES 
THAT MEET MOST VACATION NEEDS ~ 


AND THE THREE 
[4.85 


PAIRS ARE ONLY 


9 | FoR FOR ; FOR 
Jigs] TRAVEL SPORTS AY | ORESS 


G 









































VACATION SHOE 
a) 


FOLDER AND LETTER 


, Dear Friend :— 
Bi yy What a thrill of anticipation we all get in planning 
Pas, ee and preparing for our vacations! How eagerly we look 
d — forward to our respite from the daily grind. 


Wherever we go—whatever we do, there’s one thing 
we should consider most carefully—our shoes. Not only 


<a —S— Ls ; must they be appropriate for the activities we anticipate 


(= 




















—they must be so comfortable that we can enjoy every 


minute of every day. 
Whatever your needs, be sure to stop in. We’re 
quite certain that (Store Name) shoes will help you to 


eas  23e)\I have the best vacation ever. 
i=, STORE NAME iz 


Yours very truly, 
Brief, pointed copy, small sketches for STORE NAME 


atmosphere and strong, direct presentation P.S.—A vacation shoe wardrobe for travel, sports and dress— 
of shoe styles back up the “Three Shoes” three pairs of smart shoes—is only $14.85. 


())f£ to the land of 
REST, RECREATION 
and ROMANCE 
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Use this card in your window. Dis- ae Ted 
play it also inside the store with This strategic display has no “artistic interference” to detract from the shoes, yet it ties up 


shoes. with the letter and ad for a complete promotion. 
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KRUPP & TUFFLY, INC., EXECUTIVES 


Reading from left to right: 


Michael Murphy, Advertising manager Thomas C. Foley, in charge of service 


A. J. Zilker, Display man ] o = cane ; b : ‘ 
: ; . H. Scoggins, Assistant buyer women s s 
J. O. Zilker, Buyer of men’s shoes liens ; 


C. W. Busby, Juvenile shoe buyer Mrs. Eva Schuetze, Hosiery buyer : T 
L. F. Tuffly, Vice-president and manager A. F. Kuhleman, Treasurer 













q 

\ \ JE in the executive family of KRUPP & TUFFLY, INC.) - 
want to extend greetings from one fifty-year-old institu-] \,, 

tion to another. Only those businesses which are fifty years old 

can know what effort, what real hard work, is required to serve 

great numbers of people over this long period of time in such __, 

a manner as to grow and perpetuate these businesses. 


The BOOT and SHOE RECORDER has long been anfire 
important factor in the operation of this business. Its frequency fF bee 
of publication, its live editorial matter, the generous advertis- 
ing of the most outstanding footwear factories, are things which 


enable us to use the RECORDER every day. 
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As an example of what the 
RECORDER has been worth to us, 
e have gained untold benefit and 
ave saved many sales through the use 
of the article in the issue of December 
7th by Mrs. Raymond Ives. This 
ery complete and authoritative article 
as been mounted on folders for the 
use of the men on the floor in settling 


many fashion questions. At almost 
any hour of the day you can see our 
salespeople showing this article to 
some customer to clarify her mind on 
' what’s in fashion. 


The photograph we enclose shows 


: our official family at its regular weekly 
: meeting. At these meetings we discuss 


s 


"}merchandise and promotion plans. 


Many times the RECORDER fur- 
nishes the basic thought for discus- 
sions which result in profitable pro- 
motional events for us. 


The clear-headedness of the 


» RECORDER’S editorial policy has 


been a source of help and inspiration 
to all of us here during the troubled 


| period since 1929. Its vigilant articles 


and editorials have encouraged us to 


“keep on our toes” through the hard- 
est part of the fight. 


It may interest you to know that 
twelve people in this organization 
subscribe to the RECORDER, in- 
cluding executives and salespeople. In 
addition to these people, many more 
read each week the many copies which 
are left at their disposal. 


A tribute to te RECORDER 
would not be complete without saying 
a word in appreciation of the splendid 
service rendered to the shoe industry 
by Everit Terhune, Arthur Anderson, 
Harry Terhune, Ray Fitzgerald, 
George Gayou, and the other splen- 
did men on the staff with whom we 
have come in contact. 


We salute the RECORDER for 
distinguished service to a major 
industry! 


eLzyhe 


KRUPP & TUFELY, Inc. 
Houston, Texas 
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AN OPPORTUNITY OF A LIFETIME 


































For taking over the interest of a highly successful and profitable 
retail quality shoe business. 


Here is a concern, which from its inception nearly 80 years ago, has 
enjoyed a national reputation for the highest quality of merchandise, 
and is well known throughout the United States. 


The business is conducted at a number of permanent stores, sea- 
sonal shops, through travelers, as well as by mail. The permanent stores 
are in the larger cities. The seasonal shops are operated during the 
Winter and Summer months in strategic resorts. Travelers cover the 
remaining territory not otherwise represented by permanent stores. # 


The firm has enjoyed a splendid business through the many years __f 
of its existence; the peak business amounting to over 2% millions in 
one year. The average gross sales for a ten-year period ending May 31, 
1932, averaged about 134 Millions with average gross profits well 
above those of the average shoe store. 


No money has ever been borrowed for operating capital. The 
main store is owned outright and can be included if desired. 


It is truly one of the finest, most successful, and most profitable 
retail shoe businesses in the entire United States and the only reason for 
desiring to locate a buyer is because of the wish to retire on account of 
health of the chief factor. 

The figures may seem large, but verification is to be had from certi- 
fied public accountants. The proposition is big, but to any one with 
character—with a knowledge of the shoe business—and an interest in 
acquiring this particular business with the desire of continuing a high- 
grade, fine store, we can offer an unusually attractive proposition for 
purchasing. 

If anyone shows serious interest, we will be glad to arrange a con- 
ference for a detailed discussion of all the interesting factors of this busi- 
ness, with the principals. 





The above letter tells the story. If interested, please get in touch 


with me. 
P. M. FAHRENDORF 
239 West 39th Street, New York City 
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JUNGLE BROWN 


A particularly pleasing dark brown 
without heaviness . . . Color 74 
blends exceptionally well with 
neutral, bright, and fruit colors in 
costumes. It has already demons 


strated its popular appeal. 


WOMEN’S COLORS 


BB” GGL, 25 


MEN’S COLORS 


19 SORREL 2 ee 


A ee ee ee D 


McNEELY KID DIVISION 


HUNTINGDON & FAIRHILL STREETS, PHILADELPHIA, PA. 
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THE SHOE STOR 


JUNEMPEREE GS eter 





A Working Schedule for Busy 
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Merchants 





























Ss June is a good hosiery 
month. See that the line 
has a “front seat,” with plenty 
of window space, good counter 
display, and if store arrange- 
ment permits, a table or two. 
Hosiery sells on sight. Keep 
your best values displayed where 
customers must see them. 





1 After you've changed 

your windows today try 
stepping outside and looking at 
them from the customer's view- 
point. Are they really interest- 
ing? Would they stop YOU if 
you were passing by? Would 
they make you WANT to come 
in and buy if you were a 
stranger? 


Play Up White Shoes and Footwear 





Have you an aggressive 

selling program mapped 
out for June? With the Sum- 
mer season coming on and gen- 
eral conditions showing a de- 
cided improvement there is 
more prospect of a profitable 
June than in several years—if 
you really FIGHT for business! 


Time for another complete 

change of your window 
displays. And get Summer 
atmosphere into your windows. 
If you’re still using the same 
old backgrounds you put in early 
last Spring it is time to change! 
Be sure you put a price ticket 
on every pair. 


9 Isn’t it just about time 
for a good, big ad on chil- 
dren’s shoes for vacation wear? 
Play up tennis shoes particu- 
larly, and offer some little gift 
—a balloon for instance—with 
every pair tomorrow. Be sure 
you have some good Saturday 
specials featured, too. 


1 A timely mailing for 

this week would be a 
letter on children’s vacation 
footwear, with a reprint of last 
Friday’s ad as an_ inclosure. 
And while we're talking about 
mailing lists, how long has it 
been since you've made a 
ae check of your mailing 
ist? . 


2 Advertise vigorously  to- 

night for Saturday busi- 
ness, featuring Summer styles. 
Have a good leader or two, and 
don’t forget to emphasize white 
footwear. Liven up your win- 
dows, too, making sure that the 
advertised styles are well up in 
the foreground. 


6 For an unusual mailing use 

a large reproduction of a 
doctor’s prescription blank, 
reading, “For a smart Summer 
appearance—one pair of, etc.,” 
describing briefly one of your 
best numbers. This different 
sort of a mailing will get more 
than usual attention. 


10 Today is a good day to 
check up on the effi- 
ciency of your selling force. 
Without letting them know you 
are doing it, keep a record of 
each one’s sales and walkouts. 
It is a good thing to do this 
frequently—you're apt to be 
surprised at the results. 

\bs 


1 Check stocks again to- 

day. How about a little 
ad on golf footwear? About 
now a good many folks who 
started out to get another 
season out of the old golf shoes 
are discovering that they need 
a new pair. Have you a good 
window display of Summer 
hosiery? 


See that all salesmen re. 

mind customers that 
leather prices are up and higher 
shoe prices are bound to come. 
Properly used this argument will 
clinch many a sale and in many 
cases help to sell an extra pair. 
Are you still pushing men's ) 
Summer weights? ; 






* 


















7 Are you keeping up the © 
weekly check of stocks? | 
It’s the only sure way to pre- 
vent dead stock, turn killers 
and “outs” on __ fast-selling, 
wanted styles. If you check 
regularly you'll soon find it also 
helps you to operate on a lower 
merchandise investment, 


1 Does every salesman in 

the store have a quota 
for the month, based on a reas- 
onable increase over last year? 
This is a ‘good plan to follow. 
It keeps everyone up on their 
toes and trying. And while 
you’re setting quotas don’t over- 
look the fact that you need one 
too. 








SMEG iad Sedat 






































‘e) 


| 


16 | 
pe 


 Saturda 








3, 1932 


men tre- 
S that 
d higher 
0 come. 
lent will 
in Many 
tra pair. 
men's 


up the 


to pre- 
killers 
selling, 
check 
it also 
1 lower 


an in 
quota 
reas- 
year? 
yllow. 
their 
while 
over- 
| one 


. AND SHOE RECORDER 
ombinin 


g THE SHOE RETAILER, June 3, 1933 






35 


FOR « « 6 
*¢¢ JUNE 





ICALENDA 


To Produce More Profit Through Planning 


Sibel 





| 





16 


el NGAI rh 


vse} 


Tonight’s ad should prob- 
ably be another good 


4 strong Summer styles ad, with a 
number of timely specials for 


© Saturday. 


MSPA 2 


Your weekly stock 
checks will probably keep you 
supplied with material for these 

S specials. If not, then you 


should name a few special 


prices. 


: 2 For the cost of a letter 
Stocks? & 


mailing on Vacation 
Footwear, you can send out 
three or four postcards. Why 
not plan to send out a series of 
cards, each one playing up one 
good Summer style? Here’s a 
good chance to promote ‘slippers 
for vacation travelers. 


2 Why not give a ticket 


good for four or five 


© free shines with every purchase 


) today. An unexpected gift of 


this kind is good publicity and 
a long-time reminder of your 
store to the one who receives 
it. Have salesmen suggest 
laces and polish to everyone 
today. 


2 When you check stock 

this week make a more 
thorough check than usual for 
July is just ahead and you'll be 
planning your July Clearance 
Sale before another week. How 
about a mid-week newspaper 
ad on “Smart Footwear for 
Vacation Time and July 4th 
Wear”? 


17 Is parking in the down- 

town district a problem? 
Then do as one Illinois mer- 
chant does. Give every pur- 
chaser an order on some nearby 
garage or parking lot for one 
hour’s free parking, and adver- 
ise the fact in all your ads and 
in your windows. It’s good ad- 
vertising for you. 


2 Time to check over the 
physical equipment of 
your store. Is your stock room 
in good shape? Are window 
fixtures carefully stored away 
—or dumped in a corner? Are 
all lights clean? How about 
fixtures and cases? Do any 
need renewing or repairing? 








2 It’s time to sit down and 

map out your selling 
program for July. Are you 
going to have a July Clearance? 
Or are you going to depznd on 
special for July volume and hold 
off on your Clearance t:ll Au- 
gust? Map out a day-by-day 
program for the entire month 
NOW! 


—\ 
Z ne | 
la‘ 





2 Here’s a great Saturday 

stunt. A Kansas mer- 
chant posted a dozen boys on 
important corners down town, 
each on.a soapbox on the curb 
industriously fishing. A_ sign 
alongside each boy said, “Why 
fish around for shoe bargains? 
Blank’s offer lowest prices,” 
etc., etc. 


2 Continue your vacation 

window this week, with 
a few rearrangements to bring 
it up to date. Is vacation liter- 
ature easy to secure in your 
town? Then why not secure a 
variety of it and feature it in 
windows and ads as a “Library 
of Vacation Information” free 
to all. 


3 You'll want a big ad on 
Vacation and July 4th 
Footwear tonight, with a win- 
dow to back it up. And select 
some particularly good “leaders” 
for tomorrow to help start July 
off with a BIG Saturday! Have 
you planned a striking patriotic 
window for the Fourth? 


1 Many folks will soon be- 

gin planning vacations to 
begin July 1, so let the theme 
of your new windows for the 
week be “VACATION FOOT- 
WEAR.” If you can do some- 
thing to get a touch of vacation 
atmosphere into the windows it 
will help—a few railway folders 
and posters, a traveling bag, etc. 


23 Your big newspaper ad 
for tonight should be 
built around the “VACATION 
FOOTWEAR” idea. A_ goed 
hosiery special will be timely 
for Saturday too, but make it a 
GOOD one! You might give 
the men’s Summer Weights an- 
other boost. And pray up 
slippers for vacation travel. 


2 Do you have a shoe re- 

pair shop in connection 
with your store? A special on 
half soles or rubber heels is a 
great drawing card to bring 
people in to the store. If you 
don’t have a shop perhaps you 
can make a deal with one of 
the local shops to do your work. 






















































































be ostcards describing 
graduation shoes, sent to about 
500 boy graduates of Denver high 
schools, brought about three per 
cent returns for the Nunn-Bush 
Shoe Store, located at 607 Six- 
teenth street in Denver. This re- 
turn is a good one for seasonable 
direct mail material, according to 
advertising experts. 

The cards congratulated the 
boys on their coming graduation 
and requested them to visit the 
store to inspect the latest dress 
shoe offerings suitable for com- 
mencement exercises. The cards 
were printed, ‘but each one was 
personally signed by Manager M. 
Morger. Wording was handled 
in a personal vein so that each 
graduate was given the idea of 
being accorded special attention. 
Cost of the cards was compara- 
tively small. 

The complete mailing list was 
secured from the school adminis- 
tration building by Morger. The 
names of girl graduates can also 
be secured with no difficulty, but 
weren’t because the Denver store 
is exclusively a men’s establish- 
ment. 

“Graduation is not a big thing, 
but it can be taken advantage of 
to develop enough extra business 
to make it profitable, providing the 
stock featured is not too high 
priced,” Morger said. “Naturally 


,| (OTHER PEOPLE'S IDEAS) 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, June 3, 1 


By HARRY R. TERHUNE 
FIELD EDITOR 


high school graduates are not able 
to buy very expensive shoes for 
‘one time’ wear.” 





ae good ideas 


from Goodwin’s, Fitchburg, Mass. 
All billheads, advertising, cartoon 
labels carry this slogan: “A Good 
Place to Buy Good Shoes.” 

No checks are given to repair- 
ing customers as a means of iden- 
tifying the jobs. Just the names 
and addresses are written on the 
job tickets. When the work is fin- 
ished, entry is made in an alpha- 
betically arranged book. A num- 
ber is assigned the job, and the 
work is put in a numbered box. 
These boxes number from 1 to 50. 
It has been found that repair stubs 
are generally lost, anyway, and 
that the trade is much better 
served if they are not used at all. 





A live rabbit 


was given to all the boys and girls 
who bought shoes from the Roe- 
del Shoe Store (Wellington, 
Ohio) on a Saturday. The big 
kick was not in just handing out 
the rabbits, but in the employing 
of a real magician to do the trick 
in a -2al theatrical manner. 








W. F. Hacken, who manages 
the store, told me on the q.t. tha 
doing magic was his pet hobby. 
Perhaps that’s why he happened 
to hit on the scheme. He was for- 
tunate in getting the man he did 
to help him out, for Hacken says 
that this Burgett fellow, o 
rather “Burgette The Magician,” 
is also a good shoe man. He would 
sell a pair of shoes, then reach 
down the little boy’s neck and pro- 
duce a live bunny. “Wellington,” 
added Hacken, “has a population 
of 1500. We gave away 65 rab- 
bits and sold 65 pairs of children’s 
shoes in.one day, so we feel that 
this was good advertising.” 













The use of the 


floor as an especially attractive 
“display counter” for sport shies 
was pointed out in the Growing 
Girls’ section at Marshall Field 
and Company, Chicago. Right 
now some attractive little hand- 
made shoes for children are set 
out in little processions, two by 
two and one by one. These quickly 
catch the eye of the shopper of 
store sleuth and are often picked 
up, with a sale as a result, when 
perhaps they might have been 
overlooked if set up in the ordi- 
nary manner. A short time ago 
the same device was used in dis- 
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= of solid sole leather on sales is something to be taken more 
- seriously than getting a rabbit out of a hat. It is unfortunate 


eras, for a dealer when he must tell a customer—“We will take 


~~ those shoes and put serviceable soles on them”—and that’s 
eh / exactly the talk overheard where shoes were sold. The cus- 
+ ae tomer demanding a purchase be made good, is a liability. He 


who stays away from the store and broadcasts grievances, is 
constantly destructive. Bottoms for dress, sport and heavy- 
duty shoes of 


KISTLER “BENCH BRAND” 
SOLE LEATHER 
““The Finest American Tannage”’ 


will not place you in a compromising position. This leather is 
most scientifically tanned so every essential quality contribu- 


yf the 
active 
shoes 


)Win 

ay ; ‘« ting to wear, moisture-resistance and foot comfort is obtained. 
Right When the Kistler “BENCH BRAND” trade mark is on the shank 
iand- of shoes it associates this remarkable leather with your store. 
e set Why not have it there? See salesmen representing firms using 
o by Kistler “BENCH BRAND” Sole Leather concerning your imme- 
ickly 9] Gen “aauce enanc” diate and future requirements of seasonable shoes. Don’t pay 
Tt Of fe whole the penalty of poor sole leather. 

cked 

vhen 


been 
ordi- 
ago 
dis- 


KISTLE LEATHER COMPANY 
BOSTON: MASS: 
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playing runabouts, with excellent 
results, it was said here. 

Upstairs in the women’s shoe 
section some sport shoes were seen 
displayed effectively on the plots 
of “grass” spread on the floor. A 
sport shoe lends itself peculiarly 
to such display effects. 


The Higbee Co. 


of Cleveland has been pushing 
house slippers this Spring with 
excellent results. ‘When the cor- 
set department of this store was 
moved to a position adjoining the 
shoe department, J. V. Murphy, 
shoe buyer, immediately set up a 
separate slipper section where they 
would attract the eyes of corset pa- 
trons. The children’s shoe de- 
partment, which was formerly lo- 
cated here, was transferred to the 
boys’ clothing department. 

Mr. Murphy has stoutly main- 
tained quality merchandise at good 
prices when others have been trad- 
ing downward. The slipper de- 
partment has been systematized 
and a large glass case, prominently 
located, contains the latest crea- 
tions to come in the store. This 
includes square-toed mules, French 
mules, D’Orsay and others selling 
at the top price of $4.85. These 
come in white or black and are 
tinted at Higbee’s in diversified 
color combinations of green, pur- 
ple, yellow, red, black and blue. 
Other cases and tables contain ex- 
hibits of general stock. On short 
lines under 4 or 5 pair, Mr. Mur- 
phy uses a stained walnut pyramid 
for prominent display and quick 
turnover. Slippers marked under 
$1.55 are placed on the main floor 
for speedy sale. 


A pile of 1028 


pairs of old shoes, as shown in 
the accompanying picture, in front 
of the Spot Cash Shoe Store, 
Yates Center, Kan., was the result 
of a prize contest. The person 
who brought in the most pairs of 
old shoes was given $5.00 in trade. 
Second prize was $3.00 in trade, 
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while the third prize was a pair of 
children’s shoes and the fourth 
one a pair of women’s Phoenix 
hosiery. 

The winner brought in 418 
pairs, while other amounts ranged 
down to 285, 100 and 51 and less 
to those outside the “money.” 
This contest was warmly waged 
and resulted in many homes being 
depleted of wornout footwear. 


Harvey Reep of the firm is 
shown surveying the great pile of 
shoes as they lay on display for 
an entire day on the sidewalk in 
front of the store. He tells me 
that=the contést created consider- 
able interest and was considered 
successful by all connected with it. 


A huge bridal 


bouquet was the centerpiece for a 
novel combination June bride and 
graduation window used by the 
Denver Nisley store located at 618 
Sixteenth Street. 

The huge bouquet, made of all 
kinds of artificial flowers, almost 
filled the center of the window. 
On either side of it were arranged 
various kinds of shoes appropriate 
for wedding and commencement 
use. Whites predominated, par- 
ticularly in dress styles. 

In the window were several 
showcards playing up the impor- 
tance of the proper shoes, both for 
the bride’s outfit and for that of 
the girl graduate. Another idea 
stressed was the ability of the 
store to match any outfit. 

Since the two occasions come at 
practically the same time, man- 
agers of this store have found it 
advisable to appeal to the two 
classes of customers in one dis- 
play. The offerings for both bride 
and graduate are similar, and it is 
possible to give more adequate 
coverage by displaying the two 
classes of stock jointly. 


J. Russell Whi 
tells me that it is rather a Cifficuspe 
proposition for a shoe buyer to g| 
operate with an anniversary gj 
which a department store ing 
hold. In his store (John Schoo} 
maker & Son, Inc., Newburgh 
Beacon, N. Y.), a meet satisfac fs 
tory plan was worked out. Tht 
was the giving away of a giit ce} 
tificate with the purchase of evenf | 


sale and met with favorable com.) 
ment from the customers. \t tht 
same time this stimulated the sak 
of shoes in the shoe department 
The certificate was accepted a 
cash by the other departinents)) 
and the mark-downs and transfers). 
were taken care of by the comp. 5 
troller. 

The gift certificate is not a newh 
plan by any means, but it is quitef 
a stunt to use it in a department 
store, especially where it is rey 
deemable in any part of the store ‘ 
and the shoe department stands 
the expense (the expense may le 
charged to advertising). 

The ‘thought in the minds of 
many executives in a department 
store is, that their department ish 
an entirely separate unit. This fe 
plan will help to eliminate this 
condition and create in its place a> 
broad-minded view of other def 
partments by department heads. 


At the Davis Store 


a special showcase, prominently 
placed and attractively lighted by 
a decorative lamp and shade set 
inside, is filled with an interesting 
assortment of buckles and «rna- 
ments. These are in_ leather, 
grosgrain ribbons, galalith and 
metals. They are shown in vart- 
ous plain colors such as blue, ray, 
beige, brown and black and in 
many combinations of these col- 
ors. The attractiveness and ac- 
cessibility of these access ries 
make selling easy. 
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@ In 1933, the readers of The 
American Weekly—more than 
5,000,000 families — will spend in 
the neighborhood of six billion 
dollars in retail stores. Some of 
this money will be spent in YOUR 
store, by folks who are influenced by 
advertising in this Mighty Magazine. 





The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Sunday Newspapers. In 529 of America’s 995 towns and cities of 
10,000 population and over, The American Weekly concentrates 68% of its 


circulation. 


In each of 93 cities, it reaches one out of every two families 
In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 


... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 
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How Cooperative Publicity 
Helps Individual Stores 


Does cooperative advertising have 
advantages for shoe merchants? 

The consensus of a group of leading shoe mer- 
chants in Washington is that it does. They feel that 
cooperative advertisements have advantages. similar 
to propinquity of store locations. 

Cooperative newspaper advertising has the advan- 
tage of better display; hence it tends to promote a 
desire for good shoes, to create shoe consciousness. 
It emphasizes the location of the various shoe stores 
and the brands of shoes handled by the various firms. 
In addition, it affords an opportunity for featuring 
types and styles. 

For example, eight of Washington’s leading shoe 
merchants joined recently in a page layout, featuring 
Spring styles in sport and dress shoes for men. The 
page, as carried in the Washington Post, was headed 


THE WASHINGTON POST: FRIDAY. MARCH vi isi. 
a 


‘ in Step With Men's Shoe 
AOE YP 




















ARMY & NAVY 
TRADING CO. 























A page from the Washington Post showing how a group of shoe 
stores, with the editorial cooperation of the newspaper, massed 
their advertising to tell the story of shoes for the Spring season. 


COMMUNITY PROMOTIONS 
STIMULATE SALES 


ODAY’S trend in business is toward a greater degree 

of cooperation, with less of the. destructive kind 
of competition. It is a trend that has been evident 
for some time in the retail. shoe business. Under the | 
leadership of Boor AND SHOE RECORDER, such nation- 
wide. cooperative promotions as National Foot Health 
Week and National Sport Shoe Week have contributed 
their quotas toward increased volume in shoe stores 
everywhere. 

Retailers in many cities have developed community 
promotions that have produced splendid results in 
stimulating sales. The semi-annual Shoe Weeks staged 
by Pittsburgh stores, through their local association, | 
have become an established institution in retail shoe 
merchandising in that city. The accompanying article 
tells of the success of a group of shoe merchants of 
Washington, D. C., in a cooperative advertising effort. 

If constructive cooperation is to replace cut-throat 
competition as the dominant influence in the new 
economic era now beginning, merchants should profit 
by the experience of those who have already learned 
to cooperate successfully and profitably. 


“Keeping in Step With Men’s Shoe Fashions.” 
About three columns of reading matter, devoted ex- 
clusively to shoe fashions for men, were carried on 
the page with the individual store advertisements, 
and added much to the effectiveness of the layout, 
giving it distinct advantages over the ordinary display 
advertisements. 

Firms joining in the cooperative feature were: The 
Hecht Co., The Young Men’s Shop, Boyce & Lewis, 
Army & Navy, Raleigh Haberdasher, The Mode. 
Rich’s and William Hahn & Co. 

The Post took the initiative in the advertisement, 
but the majority of the merchants enlisted expressed 
approval of the idea. The results of such an adver- 
tisement are not of immediate nature, they agree. It 
is more of a prestige advertisement, designed to scl 
the stores and their brands of shoes. Such adver- 

[TURN TO PAGE 42, PLEAS®| 
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. NEWBURYPORT, MASS. 
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[CONTINUED FROM PAGE 40] 


tisements, it is pointed out, are more of a promotional 
nature, to feature type and style. In fact, the price 
feature probably should not be emphasized. It is 
pointed out that if the price were emphasized in a 
cooperative advertisement, its general value probably 
would be decreased. 

Herbert J. Rich, of Rich’s, is of the opinion that 
shoe merchants should use the cooperative type of 
advertising more. 

“Shoe stores should cooperate more,” he said, “and 
cooperative advertising offers the best opportunity for 
cooperative efforts in selling shoes.” 


Ul 


dd 
But it is something,” 
he added, “in which the newspapers should take the 
lead. The newspapers should promote such adver- 
tisements and such cooperation among shoe mer- 
chants. The merchants themselves have no time for 
taking the initiative in such endeavors.” 

J. W. Diamond, of The Hecht Co., also believes 
that cooperative advertisements in newspapers on spe- 
cial occasions have real merchandising values. 

“Such advertising cannot be considered as a pos- 
sible substitute for planned individual advertising,” 
he declared, “but it can be used effectively, undoubt- 
edly, in featuring new seasonal styles.” 

T. Edward Boyce, of Boyce & Lewis, likewise is 
of the opinion that cooperative newspaper advertising 
has distinctive merits for special occasions. 

Whether such advertising has worthwhile advan- 
tages to the individual merchant, however, is some- 
thing that the particular merchant must decide, it was 
agreed, and depends somewhat on the kind of trade 
the store has. 

An unusual fact cartoon, similar to Ripley’s fa- 
mous “Believe It Or Not” feature, recently proved 
to be a highly effective advertisement for the Lorber 
Shoe Co., located at 724 Fifteenth Street, Denver. 

The “ad” was run in a morning newspaper in a 
column regularly sold to various business houses for 
interesting fact advertising. The column is conducted 
by Gus Brake, prominent Denver advertising man and 
artist, under the registered title “Didja Know?” The 
space is sold at regular display rates, plus a charge 
for art work. 

The Lorber “ad” brought out a number of striking 
facts. First: “Didja Know J. N. Lorber is selling 
shoes to the third generation of his original patrons?” 
That was illustrated by a sketch of a mother, son and 
grandson. Another one was: “Didja Know that 
shoes sold by J. N. Lorber, if placed end to end, 





Registered 





by Gus Brake 
DIDJA KNOW - 


J.N.LORBER 15 SELLING 

SHOES TO THE THIRD 
GENERATION OF HIS 
ORIGINAL PATRONS 


{f oe «. 












“Didja know ?” 






‘nse ‘COLORADO 
SPRINGS 


DIDJA KNOW 

THE SHOES SOLD 

BY J.N.LORGER 

724 15TH STREET 
VF PLACED END 


TO END WOULD 
REACH A DISTANCE 


OF 207 MILES 
ORFROM DENVER 
TO TRINIDAD 

COLORADO 
CAVES) 
A unique advertisement after the maner of a popular newspaper 


feature, Clever ideas like this attract attention and stand out 
among the rank and file of advertisements in the paper. 




















would reach a distance of 207 miles, or from Denver 
to Trinidad, Colorado.” A sketch showing a string of 
shoes extending from Denver through Colorado 
Springs, and Pueblo to Trinidad, illustrated this idea. 
On the other side of the “ad” was a map of Colorado 
and adjoining states, in the center of which appeared : 
“Didja Know he has sold enough shoes to more than 
supply every person in Colorado with a pair?” 


dd 
Wile an ‘ad’ of this kind 


doesn’t bring immediate results, it makes an indelible 
impression on the minds of readers, and brings in 
business for a long time afterward,” Lorber said. 
“It is something that is much more widely read than 
ordinary newspaper advertisements because it has a 
strong element of human interest. Many people who 
never read a regular ‘ad’ follow this feature ever) 
day, just as they do the comic strips. The ‘ads’ ar« 
only identified as such by a very small line at the 
bottom, and consequently many people don’t know 
that they are reading advertising. If they do find it 
out, they have already read the ‘ad.’ Another thing 
that heightens reader-interest is the line, ‘Send me 
your Didja Knows,’ appearing near the bottom. 
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The specialist applies himself with singleness of purpose to doing 
one thing exceptionally well. Invariably his is a superior product. 
So it is with the Colonial Tanning Company. We devote our entire 
skill and resources to the perfecting of black and colored patent 
Ms A a ee Se ee ® eA Boe Ses 
The evidence of Colonial Patent superiority is found in a record of 


constantly increasing use by outstanding manufacturers . . . . 








pecialists « 


COLONIAL TANNING COMPANY 








“ATEN BOSTON 
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When you see these 
“BEACH SHOES = SANDALS” 


you'll sell yourself a pair 


Your customers want ''BEACH SHOES and 
SANDALS" . . . but they want them smart, com- 
fortable, light, and durable, as. well as inexpensive. 
Display them and watch the extra profits walk into 
your store. 


STYLE 7300 





Down to the beach with Men's 
Zipper Bathing Shoes. That 
will be- just the thing this 
summer. Pre-shrunk duck up- 
per, White Chrome sole and 
trim in stock. Rustless zipper 
Talon: fastener. 
Furnished to 
order with 
black, tan or 
navy blue trim. 
Sizes 6 to 12. 
Full sizes only. 


Men's and Boys’ Elk Scuffs are light, flexible and sturdy. They 
are made to stand the rough and tumble treatment on the 
beach and in the locker rooms. Wear them with slacks or 
white ducks. . . . In stock in Smoke Elk. To order White and 
Brown Elk. Retan leather sole. . . . Pebble finish. Crepe rub- 
ber spring heel. Sizes, Boys' 3 to 6. Men's, 6 to 12. Full sizes 


STYLE 6350 


$ .90 
$4.00 


$4.40 


A real play shoe for the youngsters 


Feather-weight, durable and comfortable—Women's and 
Children's Elk Scuff. In stock in White and Smoke. Retan 
sole, velvet finish. Crepe rubber spring heel. Sizes, Children, 
6 to 12, Misses, 12!/. to 3, Women's, 3 to 8. Full and half 


ORDER NOW | The season is here 
SWAN SHOE CO., INc. 


2201 Aisquith Street 
Baltimore, Maryland 














Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, June 3, 19;; 


Pacific Northwest Retail Convention Plans 

PorTLAND, OreE.—Pacific Northwest Shoe Retail. 
ers’ Association will hold their annual meeting June 
19th, 20th and 21st in the Multnomah Hotel, wher 
again will be found leading travelers and shoe dealer; 
of this section. 

Steve Wochos will be general chairman of the con. 
vention. On the automobile committee will be foun; 
I. I. Stewart, of the Cantilever Shoe Store; Henry 
Waters, of Chas. Berg’s Shoe Department; Sam 
Swirsky, of Barron Shoe Company. 

Entertainment Committee: Steve Wochos, Peacock 
Shop Lipman & Wolf Dept. Store; David Mills, oj 
Liebes Shoe Dept.; John Simpson, of John A. Simp. 
son store. 

Golf Committee: Willis B. Hargraves, chairinan, 
Meier & Frank’s Downstairs Shoe Store; Claude B. 
Harris, of Quality Shoe Store; C. L. Robins, of 
Stetson Shoe Shop. 

Luncheon Committee: Harry F. Goldstein, chair 
man, Shoe Dept. Eastern Outfitting Co.; Ray Har- 
beck, of Ray Harbeck’s Shoe Store; Thurman E, 
Curvig, of Ground Gripper Shoe Store. 

Registration Committee: Oscar Olman, chairman, 
Bedells’ Shoe Shop. 

Publicity Committee: D. H. McAllister, chairman, 

Armishaw’s Shoe Store. 
* Suburban Committee: W. R. Eberle, chairman: 
Jaggy’s Shoe Store, Vancouver, Wash. W. C. Blacke- 
berg, of Blackeberg’s Shoe Store, Longview, Wash.; 
G. H. Nickles, of Buster Brown Shoe Store, Oregon 
City, Ore. 

Advisory Committee: Will A. Knight, chairman; 
George Turrell, Seattle; Jos. P. Kohl, of Yakima, 
Wash. ; William H. Harbke, of Tacoma; Lloyd Hill, 
Spokane, Wash. V. V. Pessemier, Tacoma; Roger 
Manning, Everett, Wash.; I. A. McDowell, Albany, 
Ore.; Chester E. Smith, Eugene, Ore.; Charles EI- 
more, Aberdeen, Wash.; Arthur Schulien, Spokane; 
Fred Gamer, Butte, Mont.; Harry Perkins, Seattle; 
Don McDonald, Tacoma; Clell Smithers, of Helena, 
Mont.; George King, of Salem, Ore.; Henry Burch, 
of Eugene, Ore.; Jos. Hillon, Bellingham, Wash. 


Job of the Shoe Store 


Let’s not forget that the shoe store is a shop selling 
articles of commercial character. Shoes are mighty 
good things to wear, for they protect the feet from 
bruises as a foot covering. They are, after all, shoes 
—not medical appliances. They are as near correct in 
a foot covering, as is possible to sell ready made. If 
the customer has something wrong internally or ex- 
ternally and it is serious, the ready made shoe is not 
acure. It is, after all, only a shoe and the shoe busi- 
ness is, after all, only a commercial service. Let’s 
not get too far away from the shoe business or we 
will learn by experience and legislation that we have 
indeed gone too far. 
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Compulsory Partnership with 


Government 
[CONTINUED FROM PAGE 15] 


Jabor—one note of warning comes from Washing- 
ton this week in the factory employment figures. 
While industrial production was jumping seven 
points—actual factory employment increased only 
one point. That shows clearly that re-employment 
is not proceeding as fast as it should. It means 
that purchasing power is not increasing as strongly 
as production. But there are hopes that the Sum- 
mer slump will be retarded and that May and 
June’s general production figures throughout the 
country will be stepped up because of merchants’ 
advance orders. 

Shoe industry production has, however, been 
most encouraging as an index of progress towards 
re-employment. It is expected that every month 
from now on will show an increased shoe produc- 
tion and that August will be one of the largest 
peaks of production in years. 

Business men the country over are amazingly 
receptive to the Industrial Control Bill. What 
would have been heresy a few years ago is now 
accepted as a desirable step toward recovery. Some 
farsighted manufacturers are particularly anxious 
to avoid new ways of over-expansion when re- 
covery begins. 

If the good tone back of the commodity market, 
and the spirit of early ordering for next Fall and 
Winter requirements, progresses far enough, the 
actual recovery stage of business will not only be 
here but will make unnecessary many of the pro- 
visions of the Industrial Recovery Bill. If natural 
forces can bring about improvement, then the In- 
dustrial Recovery Bill need not be put into action 
as law. 

The shoe industry would much prefer to have a 
natural condition of production and distribution, 
without agreements, licenses and regulations, pro- 
viding an ethical code would be made compulsory 
—fostering fair competition and insisting upon 
prices based on real cost and cost accounting. 


The Editor’s Outlook 


[CONTINUED FROM PAGE 18] 


He once called it horrible. Congressional leaders 
wouldn’t take the responsibility for it because most 
of them killed that form of taxation last year. The 
result was the sales tax was not even given serious 
consideration, although it was almost unanimously 
approved in secret. 

Even at that, a national sales tax may yet be en- 
acted in this, or the next, Congress. The easiest road 
was to increase income levies but many a legislator 
hopes, before next March 15, that either the sales tax 
or prohibition repeal will be the solution. 








Feature 
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SHU- 


mre wHite \ 


NEW 
PACKAGE (adopted 1933) 


‘America’s Biggest Selling 
White Shoe Cleaner’’ 


NOW BEING ADVERTISED 
FROM COAST TO COAST! 


Greater Profits 
Faster Repeats 
Satisfied Customers 


“DOUBLE-MONEY” FREE 
GOODS OFFER EXPIRES 
JUNE 15—ORDER TODAY 


from your WHOLESALER 





3 Doz. SHU-MILK @ $1.75—$5.25 


6 BOTTLES 
RESALE VALUE (42 BOTS.) $10.50 
(Discounts in Quantity 











Attractive Display Material 
Supplied by Wholesaler 


WALTER JANVIER, INC. 
121 VARICK ST. NEW YORK, N. Y. 
National Distributors for 


SHU-MILK PRODUCTS CORP., ORANGE, N. J. 
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¢ YOUR SHOES A CHANCE TO 


use 


ANKLE-HI FORMS 


Good shoe forms are the orig- 


inal silent salesmen. 
Forms are the best. 


Ankle-Hi 
They are 


light in weight, moulded to fit, 
easily adjustable to widths, de- 
signed to bring out the grace 
and beauty of smart shoes. In 
addition to the attractive Ankle- 
Hi style, we make many other 
types suitable for use in all 
types of shoes. 


Shoe by Dodge, Bliss and Perry Co., Newburyport, Mass. 


Fairy Tovms 


Write for booklet and 
complete information 
about Fairy Form sell- 
ing aids. 


New Haven Retailers Elect 


New Haven, Conn.—John P. Lund, 
head of John P. Lund & Co., 845 Chapel 
Street, was elected chairman of the Re- 
tail Shoe Dealers’ Council of the New 
Haven Chamber of Commerce at the 
annual meeting. 

Mr. Lund succeeds Harry B. Isaacs, 
who has served during the past year. 
Raymond E. Hegel, retail secretary of 
the Chamber of Commerce, will con- 
tinue to act as secretary of the shoe 
council, 

The association voted to observe Na- 
tional Sport Shoe week and plans for 
the promotion activity were completed 
at the meeting. A number of similar 
promotions have been staged by the 
group with large measure of success, 
including National Foot Health week 
in both 1932 and 1933, and Sport Shoe 
week last year. 


Holds City-Wide Sales Event 


WATERBURY, CONN.—Aided by sun- 
ny skies and an elaborate advance ex- 
ploitation program, “Waterbury Day” 
proved to be one of the most successful 
cooperative city-wide merchandising 
events ever staged in the community. 
Participating in the event were 15 shoe 
stores, a larger representation than 
any other class of merchants. There 
were 28 types of stores. The “day” was 
sponsored by the Waterbury Chamber 
of Commerce. 


i es 





SHOE FORM CO., INC. 


Northampton, England 
Frankfort, Germany 


“Providence Day” 
Stimulates Business 


PROVIDENCE.—Fostered by the Retail 
Trade Board of the Chamber of Com- 
merce, local merchants held Providence 
Day on Thursday with very gratifying 
results. Shoe retailers used approxi- 
mately 190 inches of double-column 
space in Wednesday’s Evening Bulletin, 
this including space of shoe retailers 
and department stores featuring shoe 
departments. Only space featuring 
footwear was counted in this figure. 

The day proved the biggest sales 
producer in some time. As one retailer 
described conditions, “It was lunch 
time all the time,” meaning, of course, 
that the entire day was busy. The 
Sterling Shoe Store offered one-half 
off a group of featured women’s shoes. 
John Irving Shoes, 242 Westminster 
Street, offered free hose with each shoe 
purchases The F. E. Ballou Co. 
offered, with each purchase of $5 
or over, a merchandise certificate 








RETAILER ANNOUNCES 
PRICE RISE 


Rochester, N. Y.—First indication to the 
public that it can expect a price advance for 
quality shoes at retail came last week when 
the Eastwood Company, largest retailer in 
Rochester, announced prices would increase 10 
per cent after a present stock line runs out 
because of an increase on the wholesale end. 











Auburn, N. Y. 


Licensed Manufacturing Branches 


United Last Co., Ltd., Montreal, Que. 
Paris, France 
Melbourne, Australia 


valued at $1 which could be used at any 
later date. Other stores featured usual 
special values. 


Frank E. Ballou, of the F. E. Ballou 
advertising 7 
manager of the Shepard Stores, and ~ 
Leeman of the Browning- © 


Co., Herman K. Faupel, 


Anthony 
King Co., were among members of the 


committee in charge of the day. George © 


E. Peirce, John A. Quinn, William R. 


Briggs and George F. Flanagan were | 
other prominent shoe retailers who © 


were active in the campaign. 


Selby Elects Directors 


PorTsMoUTH, OHIO—R. C. Kramer, | 


official of the Belding Hemingway 


Corticelli Co. hosiery manufacturer of 7 
New York was named a director of the © 
Selby Shoe Co. taking the place of 7 
Charles J. Hauck, resigned, at the an- | 
Directors 7 
reelected are Roger A. Selby, Homer © 
C. Selby, Henry T. Bannon, W. B. 7 


nual stockholders meeting. 


Altsman, L. M. Doty, W. R. Daley, H. 
K. Ferguson and N. B. Griffin. 


Mr. Hauck is to devote his time © 


largely to research work. 


Wholesaler Moves 


New York, N. Y.—H. Malkin’s Sons | 


are now located in their new home at 
98 Duane Street, having removed from 
150 Duane Street. This concern speci«!- 
izes in infants’ and children’s shoes. 
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NURSE WHITE 


SHOE CLEANER 


Actually removes dirt—does not merely cover up 
Your customers satisfied—or money back 


THE SHOEMAN’S POLISH 
REAL PROFITS 


No cut price competition—orders from 


drug, or grocery stores not accepted 


USE THIS COUPON 


CAV ALIER CORP.—Baltimore, Md. 
Please send me checked deal below through our wholesaler. 


A. 3 dozen Cavalier Spec. NURSE WHITE @ $2.00 doz. plus 
B. 6 dozen Cavalier Spec. NURSE WHITE @ 2.00 doz. plus 


1/3 doz. Free. 


47 


CAVALIER 


‘\ 


% 


SHO£ POLISH 


25c Seller 


2/3 doz. Free and 5% discount. 


C. 12 dozen cavalier Spec. NURSE WHITE @ 2.00 doz. plus 1 1/3 doz. Free and 10% discount. 


Signed 
Address 


I buy my shoe polishes from 








Play Up Vacation Theme 


[CONTINUED FROM PAGE 26] 


when planning your window displays 
for Summer and the vacation season. 
Youngsters wear out shoe leather with 
amazing speed and thoroughness, espe- 
cially in the vacation season. It’s a 
good time to feature Summer play 
shoes for boys and girls, of which 
there are a variety of new styles and 
types on the market, as well as the 
ever popular sneakers, tennis footwear, 
rubber-soled leather moccasins and 
sport types. 

Boys and girls are as much in the 
market as their elders for two-toned 
sport shoes and black and white and 
brown and white combinations in sports 
footwear, and for all-white Summer 
shoes. There is a new play shoe of 
muleskin on the market, which a few 
stores promoted very successfully Jast 
yeor and which promises a much 
greater popularity this Summer. 

The accompanying illustration shows 
an interesting children’s shoe window 
that gets the play shoe idea over very 
cleverly and effectively through the 
use of the two figures of the little girls 
tossing quoits. The grass floor cover- 
ing gives the Summer look and the 
window is so arranged as to feature 
attractively a large assortment of chil- 
dren’s styles. 

Good window displays and clever ad- 
vertising can accomplish a great deal 





this Summer to hold up the volume of 
sales and produce profits during the 
so-called dull months of July and Au- 


gust. 


“Taunton Day” Planned 


TAUNTON, Mass.—Cooperatively, 
leading retail merchants of this city 
will feature “Taunton Day” as a 
means of concertedly attacking the 
“last legs of the depression.” Most 
shoe retailers here cooperate with the 
movement, and in the past all have ex- 
perienced substantial boosts in sales. 


Frank P. Mason of the D. H. Mason’ 


& Son shoe retailing establishment, 
says, “We look forward to that day, 
for we really do about a week’s busi- 
ness in one day. Its only drawback 
seems to be that sales dull the two or 
three days just previous to the big 
event. Already we are noting a mod- 
erate increase in sales, and we look 
forward to this day to help sales along 
even more.” 


Tuxedo Store Sold 


Detro1it—Tuxedo Shoes, Inc., owner 
of a store at 7312 West Grand River 
Avenue, has been bought by Harry L. 
Shaberman from N. S. Shapiro, former 
proprietor. Shaberman is taking over 
direct management of the store, while 
Herbert Horowitz, former manager, 
remains with the company. 





Alfred R. Boerner 


Detroir—Alfred R. Boerner, shoe 
merchant at 5626 West Fort Street for 
22 years, died on May 20 following a 
long illness. He was a native of De- 
troit. He was a member of Findlater 
Lodge, F. and A. M., and the south- 
western Kiwanis Club. Mr. Boerner 
is survived by his widow, Mrs. May 
Boerner, and one daughter and a son. 


To Have Larger Department 


FALL River, Mass.—Announcement 
has been made of a sale to lessen shoe 
stock preparatory to building a new, 
enlarged shoe department at Steiger’s 
of this city. It will be a basement de- 
partment to feature popular priced 
footwear, and work is to start almost 
immediately. This step is in line with 
the firm’s policy to build with optimism 
concerning future business. 


Buttons Again 


BostonN—A leading designer of Bos- 
ton tells of a call for patterns of two- 
button and three-button oxfords, which 
is uncommon for this season, and, 
more than that, it’s many a day since 
he has noted any life in the demand 
for button styles from the makers of 
novelty shoes. 

Barrel buttons, keg buttons or little 
barrel buttons, and tacked on buttons 
are among the button novelties. 
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Milwaukee Factories at Capacity 


MILWAUKEE, WIs.—Milwaukee shoe 
manufacturers, in response to heavy 
demand from dealers seeking to re- 
plenish depleted inventories before 
prices advance, have stepped up pro- 
duction to an even higher level than 
prevailed during the seasonal pre- 
Easter rush. Forces have been in- 
creased by some factories and all are 
working longer hours. Sharp increases 
in prices of leather have resulted in 
slightly higher shoe costs, with fur- 
ther boosts probably necessary, manu- 
facturers state. Tanneries are being 
pressed for materials and in some in- 
stances are behind in deliveries. For 
this reason some shoe manufacturers 
are slightly behind in filling orders. 





Rochester Production Steady 


RocHESTER, N. Y.—Rochester area 
factories kept up a satisfactory pace 
last week, with orders for whites and 
grays in retail stores boosting produc- 
tion in those lines. In no case was a 
Rochester factory reported running be- 
low a profitable production schedule. 

Coincident with the advance in 
leather prices, wholesale prices moved 
upward, with expectations of going 
higher. Quality shoes were running 
far ahead of cheaper grades in facto- 
ries. Several factories that had been 
slower in moving on the upward wave 
took hold. 


J. R. Evans & Co. Raises Wages 


CamMpEN, N. J.—Declaring purchas- 
ing power must be raised if commodity 
prices are to be raised, the John R. 
Evans & Company, Second and Erie 
Streets, a world leader in the leather 
industry, May 18 backed up its decla- 
ration with a 10 per cent wage in- 
crease to employees. 
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This means the plant is operating on 
a 1929 basis—full time, full wages and 
a full force. From 60 to 75 persons 
were added to the working force dur- 
ing the past two weeks, and more are to 
be hired as leather now being processed 
reaches various departments. 

The Evans Company’s action, it was 
announced by C. F. C. Stout, presi- 
dent, is in response to the plea of 
President Roosevelt for higher wages 
and increased employment in industry. 
More than 500 employees are now 
working in the company’s three fac- 
tories here, known as the Peerless, 
Ruby and Jersey leather factories. 


Sweeping Hide Advance 

New York—For the eighth consecu- 
tive week the hide futures market on 
the Commodity Exchange was featured 
by sweeping price advances in all the 
active options, the list showing net 
gains during the week ended May 26 of 
from 30 to 48 points in heavy trading. 

The turnover so far this month is 
almost 200 per cent greater than a year 
ago. During the past week new high 
levels were established and hide fu- 
tures have almost doubled in value 
since April 1. 


Atlanta Buying All-Whites 


ATLANTA, GA.—Shoe stores here re- 
port an unprecedented demand for all- 
white shoes this season. Women are 





BETTER TREND IN 
RETAILING 


York, Pa—Members of the York Shoe Re- 
tailers Association in an open forum conducted 
at the close of the May meeting, expressed 
the opinion that business is at last on an up- 
ward trend and that the time is not far dis- 
tant when the pickup will be greatly acceler- 
ated. Merchants cited the fact that many of 
their customers are today buying two pairs of 
shoes, where in the past they bought only one, 
to support their opinion. 
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| national week in that region. 













EVERY WEEK 











buying whites to the exclusion of al- 
most every other color, despite the fact 
that not many all-white suits or dresses 
are to be observed. Ventilated shoes 
are going very well, but there seems to 
be less of a demand for sandals than 
existed last season. 
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Sport Shoe Week Success 


Opening guns. of the campaign for 
Foot Health Week were fired in Puget 
Sound and Portland, on Sunday, May 
21, and the advertising artillery con- 
tinued all week to support the mer- 
chants distributing sport shoes. 

Turrell’s, Seattle, had grouped for 
the national event 1200 pairs of high- 
grade active sports participant foot- 
wear on sale in its women’s sports sec- 
tion—a distinctive department of the 
store spotlighted for the occasion. The 
complete showing of this single Seattle 
shoe store included golf, vacationing, 
hiking, tennis, and street sports ox- 
fords. 

At Portland, shoe dealers cooperated 
in giving full power and punch to the 
They 
featured the newest sports footwear 
for fans and players of all sorts of 
games in their window displays, and 
their advertising announcements, which 
gave real significance to the occasion. 

President Steve Wochos of the Port- 
land Retail Shoe Dealers appointed a 
special committee -to promote Sport 
Shoe Week. This committee was headed 
by Will Kight and was composed of 
Ray Hardebeck, Harry Goldstein, 
James A. Lawrence and Henry Waters. 


Action in White Shoes 


PROVIDENCE, R. I.—Sales of white 
shoes so far during the present year 
indicate one of the best “white” years 
in some time, and even threatens a 
shortage in that line. Matthew Oliver, 
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manager of the Nisley store, reports a 
most encouraging “white” business. 
Harold Ballou, of the F. E. Ballou Co., 
likewise is very enthusiastic over their 
“white” sales, believing that retailers 
will pass up many sales of that prod- 
uct because they will not be able to 
get stock. 

Most retailers look for a good sports 
shoe business, but anticipate lessened 
sales in the spectator sports. Stocks 
in the latter line are being kept very 






low, as retailers believe “whites” and 
sports will be the big features. 
Every retailer interviewed in the 


past two weeks has reported an in- 
crease in business that could not be 
called wholly seasonablee Richard 
Fairbend, of the Shepard stores, re- 
ports a recent Saturday, on which no 
special was featured, gave them the 
best day in over four and a half years! 


Sport Shoes Show Action 


CHICAGO, ILL.—Sport shoes, especially 
men’s golf shoes, have been selling well 
at the Davis Store since Easter, ac- 
cording to A. H. Buehler. This house 
looks forward to a tremendous white 
season. White kids, linens and suva 
cloth are already being displayed. 
These are in conservative models, Mr. 
Buehler points out, with good lines and 
not too much fussy detail. Many per- 
forated models will be shown and mesh 
combinations. “We expect to sell lots 
of lighter weight shoes to World’s Fair 


















SHOE DEPARTMENT MODERNIZED 



























Joslin’s New Shoe Section 


DENVER, CoLo.—The shoe depart- 
ment of Joslin’s has figured in the 
$125,000 modernization program taking 
place in the store. The chief ideas in- 
corporated in this department are in- 
terior show windows, hidden stock- 
rooms and modernistic fixtures. 

The show windows are each in two 









pieces, consisting of an upper and lov. 
er display. In some of them the lowe 
space is supplied with a inirre 
(lighted). The entire department i 
painted in two colors, and the perfec 
diffusion of light makes the departmen 


one of the most beautiful in the city 


Women’s shoes only are sold here. 


visitors,” he says. His stock has been 
set up accordingly. 
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PRUDENT PLANNING 
Leads to 


INVESTMENT SUCCESS 





You cannot afford to guess or gamble. You must 
KNOW. This applies with equal force to the 
management of your business and of your invest- 
ments. 

Your future course depends not only upon possession 
of THE FACTS but also, if not more so, upon a 
ruthless, fearless, unbiased interpretation of REAL 
FACTS. 

For nearly 30 years The Brookmire Economic 
Service has served business executives and investors 
impartially. Its clear, definite interpretation of con- 
ditions has been invaluable. Now more than ever 
before it can be useful to you. Send for a description 
of it and for our latest bulletins on the Business and 
Investment Outlook. 


Address Department BSR 46 


The BROOKMIRE ECONOMIC 
SERVICE, Inc. 
551 Fifth Avenue, New York City 
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TIME at this 
[Sr LOW PRICE 


HIGH-GRADE 


GENUINE 


ENGLISH-MADE 


MEN’S 
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(AS ILLUSTRATED) 
BROWN ONLY 


This unusual offer will make boot history—especially 
because it comes at a time when prices are on the 
imcrease. Take advantage of this offer today. 
Smartly shaped, extra heavy—fine oak bend sole, 
laced at instep and side. 


WRITE FOR COMPLETE CATALOG—M-27 


COLT-CROMWELL CO., Inc. 


EST. 1899 
1239 Broadway, New York City 
911 So. Los Angeles St., Los Angeles, Calif. 
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Opens New Men’s Store 


SEATTLE, WASH.—An attractive new 
rosby Square shoe store was opened 
ere May 4 by Charles F. Fink, well 
nown Seattle shoe man. Mr. Fink 
as been in the shoe business for the 


CHARLES F. FINK 


past 32 years, 14 years of which have 
been on the Pacific Coast. He has been 
n Seattle for the past six years. 
This new store, of which Mr. Fink is 
he sole owner and proprietor, is at 
406 Union Street, and it makes an at- 
ractive addition to the Seattle shop- 
The color motif of the 
nterior, carried out in the decorations 
and carpeting, is red, black and gold, 
atching the Crosby Square cartons. 
“I am opening my store confident in 
he belief that the near future holds 
he return to normal times,” said Mr. 
ink. “I voice my opinion after con- 


siderable study of present conditions 
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and upon facts I have learned through 
my contacts in the East.” 

A gratifying response from the pub- 
lic of Seattle to the new store and its 
merchandise is reported by Mr. Fink, 
who declares that sales to date have 
exceeded expectations. 


New Store Showing Progress 


CINCINNATI—The Stetson Shoe Shop 
since its removal to the new location 
in the Netherland Plaza Hotel is ex- 
periencing some very good business, 
according to Manager T. J. Summers. 

The new location is a very desirable 
one since it is on one of the busiest 
business streets in the downtown 
district, and is one of the most at- 
tractive shops in Greater Cincinnati. 
It has a seating capacity of twenty- 
four chairs, which are arranged on 
each side of a center shoe case which 
separates the men’s and women’s sec- 
tion. Green rugs and modernistic light- 
ing add to the attractiveness of the in- 
terior. 

T. J. Summers is manager and buy- 
er. He is a Cincinnati man with twen- 
ty-five years’ experience in the shoe 
business, nineteen of which were with 
one of the largest retail shoe stores. 


Podiatrists Start Shoe Store 


PROVIDENCE, R. I.—Charles T. Heil- 
born, operator of podiatrist business in 
this city for many years, has broad- 
ened his foot-health activities by form- 
ing the Chas. R. Heilborn Shoe Co. 
Located in the Woolworth Building, 
Dr. Heilborn has taken on additional 
floor space for the shoe retailing busi- 
ness. This new department has been 
made over to furnish individual fitting 
rooms. 

The new corporation was formed by 
Dr. Heilborn, who became president of 
the firm, Frederick F. Fisher, vice- 
president, and Irving L. Woolf, secre- 
tary and treasurer. All are registered 
podiatrists. 

The new concern was announced in 
newspaper advertising. The officers 
predict a new day is dawning when 


Attractive exterior of new men’s store recently opened by Charles F. Fink, well known 
Seattle shoe man. 
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IMPORTANT LINE 


SUPER-FLEXIBILITY 


where supporting 
rigidity stops 
and super-flexibility 
starts in the 


CONSTANT COMFORT 


arch SHOE 


The past has proved there is 
little profit in selling just 
shoes at a price—and a real 
profit in selling sound foot- 
health and comfort features 
at a fair price. 


The balanced construction of 
Constant Comfort arch Shoes 
guarantees a superior comfort 
with enduring good looks. 
They have been famous for - 
nineteen years for building a 
steady and profitable repeat 
business among women who 
want style, but must also have 
comfort. 


Constant Comfort arch Shoes 
are year round §sellers— 
stocked for your quick turn- 
over in 42 numbers—AAA to 
EEE—2¥% to 10. 


TO RETAIL 


IN-STOCK 

No. 246 — Black 

Kid — 14/8 _ heel 

AA to E..$2.60 

No. 246-51—Black Kid—10/8 heel—B 
Boa ven dere nedexsdcanecteakentees $2.60 


WRITE FUR 
IN-STOCK CATALOG 


AUBURN MAINE 











52 


8 hh 8 Fh Fs TS 


WHERE TO BUY 
Shoe Trees 


i ei ein 






RETAIL 
PRICE 











Self Adjusting Shoe Trees. 
A gentle squeeze inserts or 
removes. Write for unique 
sales plan. 


SIMPLEX SHOE 
TREE COMPANY 


105 W ADAMS $7, CHICAGO 
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WHERE TO BUY 
Men’s Shoes 
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Men’s Fine Shoes 


OLD COLONY SHOE CO. 
wEW YORK Brockton, i 
ekkekioee | Prockto | sotRiare'er. 








Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 



































shoes must be fitted by specialists in 
fitting rather than being sold by clerks 
or others who cannot properly fit each 
individual foot. 


Opens “Miss Modern” Section 


Kansas City, Mo.—A new depart- 
ment has been installed in the Robin- 
son Shoe Company’s store, 1016 Main 
Street, which is a distinct innovation 
here. This is the Miss Modern depart- 
ment. It occupies the front part of 


’ the second floor, which was formerly 


given over entirely to children’s shoes, 
and caters to misses of the “hard-to- 
fit” age. Girls from about 9 to 14 
years are, as all shoe dealers know, 
among their most trying problems. 
These girls, especially in the present 
stage of the world, seriously object to 
being fitted in the children’s depart- 
ment and they cannot be fitted in the 
women’s shops. In order to meet their 
immediate needs, J. A. Cox, manager 
of the Robinson Shoe Company, has 
stocked with several lines of walking 
and dress shoes which have the air of 
sophistication so much desired by the 
young girls and are yet adapted to 
their feet. Women’s sports shoes and 
camp styles are also carried in this 
department. . 

The Miss Modern department is at- 
tractively fitted up with Alpine green 
carpet and walls done in the same 
color. The chairs, with cushions of 
Alpine green, are chromium plated. 
Chromium finished show cases separate 
the department from the children’s sec- 
tion. 

Splendid response has been received 
since the opening. In the words of 
J. M. Robinson, president of the com- 
pany, who has been selling shoes since 
1875, the innovation is in line with the 
policy of the store to “fit people’s feet 
rather than just sell shoes.” 





Slesinger’s, Inc., Reorganizes 


BALTIMORE, Mb. — Slesinger’s, Inc., 
was recently made a corporation with 
a capitalization of $1,000. The in- 
corporators of the corporation were 
Miriam B. Slesinger, Maxwell L. 
Cooper and William L. Miles. 

The name of Slesinger has been as- 
sociated with the retail shoe field of 
this city for a great many years, a 
Slesinger establishment being operated 
at 316 North Charles Street under the 
name of L. Slesinger & Son. This lat- 
ter business, however, was discon- 
tinued a few months ago. And now 
Slesinger’s, Inc., will continue the 











SOLE LEATHER PRICES UP 


Union backs are again quoted at 30 cents a 
pound, and oak sole leather at 31 cents, the 
new quotations showing an advance of ten cents 
a pound, or about 50 per cent during the last 
two months. Allowing half a pound of sole 
leather for bottoming the average pair of shoes, 
the advance shows an increase of five cents a 
pair in the costs of making shoes on soles alone. 
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Slesinger name. Footwear at Slesing 
er’s, Inc., is featured at $8.50. 













Adds Chiropody Department 


WASHINGTON, D. C.—A chiropody 
partment under the supervision of ), 
Manley has been added by The ), 
Reed Shoe Store, 1416 N. Y. Ave., N. 
Dr. Manley is not new to the orthopejj 
business of Washington, D. C., having 
been employed by The Edmonston (, 
612 13 St. for a number of years, - 

Mr. La Porte manager of the ); 
Reed Store is very enthusiastic aboy 
this new department which has addy 
a new prestige to his comfort servig 





























Has Juvenile Department 


Fort WortH, TEXAS—Monnig’s Dp 
partment Store here have opened a 
exclusively juvenile shoe department oy 
the third floor of their store, ad joining 
the regular children’s departmen, 
Formerly juvenile shoes were sold j 
the women’s shoe department. H. £ 
Knoebel, manager of the women’s she 
department, will act as manager fo; 
the new department also. 



























Gives Clock at Opening 


Fauu River, Mass.—Another link in 
the Spencer chain, the Spencer Stor 
enjoyed a gala opening here on May 
with a good opening day sales record, 
Manager Henry Yaffe reports an en. 
couraging week and looks forward to 
a prosperous business here. Opening 
day specials were around $2.65, and: 
clock was given free to each purchaser 
of a pair of Spencer shoes. 
























Haines Opens Three Branches 


York, Pa.—Mahlon N. Haines, self- 
styled “Shoe Wizard,” who operates a 
chain of 50 shoe stores throughout the 
East, has announced the opening 0 
three additional stores. The new stores 
are to be located in Hagerstown, Md, 
Elizabethtown and Ephrata, in Lan- 
caster County, Pa. 
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Stetson Shop Moves 


Los ANGELES— Moving from its 
former location at 410 West Sixth 
Street, the Stetson Shoe Co. has opened 
a new store at 607 West Seventh Street. 
Beseiged by patrons before the shop ws 
fully installed Manager Raymond B, 
Cooper was obliged to open the new 
shop before the announced opening date 
Mr. Cooper, besides being manager 
the Los Angeles branch, covers the 
West Coast for Stetson shoes. 






































Corrective Shoe Store Opens 


DALLAS, TEx.—The Foot Relief Shop 
featuring the Musebeck Foot-so-Port 
Shoe have opened their new store af 
322 Allen Building. Associated with 
them is Dr. Clarence A. Lehwald, 3 
graduate registered chiropodist ant 
foot specialist. 
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A Poll-Parrot win- 
dow in an exclusive 
downtown shoe 
store in a large city. 


In the rear end of this beautiful exclusive 
women’s and children’s shoe shop in the 
loop of a large city is a special department 
4 devoted to footwear for the children, and 
they are doing a wonderful job with Poll- 
Parrot shoes. What a thrill it gave one of 


our executives when passing through that 


city recently, to drop in unannounced and 


find the department crowded with children. 


But is it any wonder? Look at that window! 


Poll-Parrot Shoes 


“They Speak For Themselves’ 
ROBERTS .JOHNSONS RAND 


Branch of International Snoe St.Louis 





MANUFACTURERS 


ST. LOUIS, Mo. 
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Men’s and Women’s 
Slippers 
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8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 


in Steck Men's Full Leather Lined 
Handturned Slippers 
Priced from $1.35 
Kid Pullman Slippers 
colors and black with 
Snap Pocket $135 
“Zipper Pocket $1.50 
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WHERE TO BUY 


Children’s Footwear 


Pe id 





The SANDAL 


season is here. 


Made 
With 
"CORK" . S 
INSOLE ! 


Write today for samples 


SWAN SHOE CO., INC. 


2201 Aisquith Street 
BALTIMORE, MARYLAND 













immediate 
Delivery 














HiGhe 
ST 7 
For Children R Warts 


of All Ages. Dis- 
tinctive Patterns. Excep- 
tional Values. in Stock. 
surprises in the Fall Line. 
CHILD LIFE SHOE MFG. CO. 

MILWAUKEE, WIS. 


—— 


Opens in Seattle 


SEATTLE, WASH.—M. Lee Silen has 
recently opened a new shoe salon at 
316 Stewart Street, Seattle, with lux- 
urious drawing-room appointments, no 
shelves and boxes in sight, but a spa- 
cious living room, with art lamps and 
magnificent furnishings that add to the 
comfort and refinement of the shop. 
Treadeasy shoes are featured. 





Many 
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Waterloo, lowa—The success of the Fox 
Shoe Store which opened in this city a year 
and a half ago encouraged the owners to branch 
out with a similar store in Cedar Falls, lowa. 





White Strong in Omaha 


OMAHA, NeEBR.—For the first time in 
years Omaha is having a white shoe 
season. White predominates in every 
window display and showing offered 
by local shoe men. White began to be 
worn here early in April which is the 
more unusual because Omaha women 
usually conservatively wait until after 
Decoration Day to wear white. 

Herzbergs shoe department is show- 
ing white pigskin in a Cuban heeled 
tie. This same shoe in beige sold well 
all early spring. Another important 
number at Herzbergs is a white kid 
opera pump. 

Napiers Booterie offers white pig- 
skin for sports and spectator wear in 
ties, and opera pumps in linen and 
white kid. A graceful white kid tee 
strap is being featured at this store. 
Goldstein Chapman is showing pig- 
skin for sports and white kid and open 
mesh for white dress in an opera pump 
almost exclusively. 

The Buck Booterie features a high 
heeled opera pump in white kid. 

One of the most important shoes in 
the Brandeis Shoe Department is a 
white buckskin sports tie with fringed 
tongue. Fabrics including Suva cloth 
and linens are being shown largely at 
this store with some play given to white 
kid. However, white pigskin is popu- 
lar for spectator and sports wear. 
The Nebraska Clothing Co. shoe de- 
partment is showing a cuban heeled 





tie in white kid with plenty of perfora- 


A CORRECTIVE SHOE STORE FOR THE FAMILY 











THE FOX SHOE STORE FRONT 
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The policy of this firm is ‘Courtesy and Se, 
vice Always.” Corrective shocs for men 
women and children, as well as style shoes 
featured. Both stores are most attractive. 
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tions. The perforated tie is the on 
shoe which is being shown almost with. 
out exception in every shoe shop in the 
city. The stores featuring this she 
also include The Arch Preserver Sho 
store, Cantilever Shoe Shop, and th 
Drexel Shoe Co. 

A lovely linen opera pump is being 
shown at Thomas Kilpatrick and (i 
This store is also showing some white 
pigskin for sports and white kid in a 
opera pump for dress. 

All in all, it promises to be a white 
shoe summer for Omaha. Grey die 
early in the better shops and its pass 
ing was quickly noted by stores carry. 
ing less expensive numbers. There is 
also some blue shown and quite a gooi 
deal of beige. 





Pittsburghers Discuss Style 


PITTSBURGH, PA.—Styles and color 
expected to be favored during the next 
60 days were discussed at the monthly 
meeting of the Pittsburgh Shoc Re 
tailers Association. It was felt by 
those present that white would be over: 
whelmingly popular, with brown ani 
white next in the order of preference, 
and black and white to a very small 


degree, both in men’s and women’ l 
footwear. 
A committee was appointed t» arg 


range for a picnic. It consists of } larry 
W. Ritter chairman; William Wivifield 
R. Bruce Murphy, Irving J. Obs 
Harry Stoebener, J. Donald  Poske, 
Morris Browpy and W. H. Kuh! 













oT AND SHOE RECORDER 
at ‘ombining THE SHOE RETAILER, June 3, 1933 





The APPEARANCE of the 
UNITED CUSHION HEEL 


is so fine that it is 


constantly imitated but never equalled 


Look for the 


“De 
ITS QUALITY 
is just as superior as its appearance 


ee 39 


THE TRADE-MARK 
is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Women’s Shoes 


el 





CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 








$5000.00 SALES 
from a 
$400.00 STOCK 
of two shoes. 


(Dealer's name 
upon request.) 


Ceara Bo 


Will help you make more sales. 
SHAFT-PIERCE SHOE CO. 


FARIBAULT, MINN. 











et 


‘WHERE TO BUY 


Shoe Dressings 


a i ei el 


~ 


Ne ag) 





CLEANS ALL WHITE SHOES CLEAN 
Satisfaction—Or Money Back 
SOLD BY GOOD WHOLESALERS 


CAVALIER CORP. 
BALTIMORE, MD. 








Making Bench Made Turns 


Lynn, Mass.— Hallett, Callahan, 
Inc., now at 495 Union Street, is get- 
ting out bench made turns in fine 
styles. Stephen R. Callahan, president 
of the company, was formerly of the 
Andre Shoe Co., and Joseph M. Hal- 
lett, treasurer, was formerly of Free 
man & Hallett, shoe manufacturers. 
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Dr. Parker in New Store 


ATLANTA, Ga.—Recent opening of 
the new Doctor Parker Health Shoe 
Shop at 216 Peachtree Street, marks 
another forward step in the work of 
Dr. R. A. Parker, well-known Atlanta 
foot specialist. Doctor Parker has been 
engaged in specialized shoe fitting for 
over 20 years. For a period of 14 


DR. PARKER 


years, prior to opening his own store 
in the Peachtree Arcade Building seven 
years ago, he had charge of the foot 
department for the Fred S. Stewart 
Shoe Company. It was while he was 
with this firm that he designed and 
perfected his well-known Doctor Park- 
er Health Shoe. Associated with Doc- 
tor Parker in his new location are 
Dr. W. M. Cone and J. B. Waldrop, 
both of whom were associated with him 
in the Peachtree Arcade shop. 


Selling Better Shoes 

PirrsBuRGH, Pa.—Louis L. Kaufman, 
the Giobe Trotter of the Pittsburgh 
Sun-Telegraph and the Hearst Metro- 
tone News, and Robert M. Snyder, rep- 
resenting the Quality League of Amer- 
ica, were the guest speakers at the 
monthly meeting of the Pittsburgh 
Shoe Retailers Association. 

Kaufman stressed the importance of 
radio as a commercial enterprise, and 
Synder described the campaign car- 
ried on by the league to promote the 
sale of better merchandise. This cam- 
paign will be carried on locally in co- 
operation with the Pittsburgh Press, 
and the first of a series of advertise- 
ments calculated to sway the public 
toward more discriminating purchas- 
ing appeared in the Press April 23. 

J. Auth remarked on a decreased re- 
sistance to higher priced shoes on-the 
part of customers, which he said was 
in evidence during the last two months. 

In response to Snyder’s message, in 
which he urged an earnest attempt to 
sell the best goods in stock as well as 





the cheapest, President Sam B. Levin, 
suggested that everyone present try ;, 
make the first sale of the following dy 
in the best shoes each retailer presey, 
handled. 


Beige Pumps Selling 


CHICAGO, ILL.—Beige pumps in ty; 
different models have leaped int, 
prominent selling at the Davis Sto, 
during the past two weeks, accordin 
to A. H. Buehler. Black patent leathe 
pumps have also been among the week; 
three best sellers here. 

Fancy bows are going over big, here 
too, and are increasing in popularity 
as the season advances. 


“Jack Spat,” Etc. 


LyNN, Mass.—New additions to the 
“Jack Spat” family are appearing her. 
and they are being christened “Littl 
Spats,” “Demi-Spats,” “Spattees,” ete, 
all of these being new samples for the 
Fall, all these being for the ladies t 
wear. Men’s spats continue about a 
is, after a Winter of moderate busi. 
ness in them. A few of the old-styl 
button gaiters are still about. 


Booklet Aids Shoe Selling 


MILWAUKEE, WiSs.—“The Shoe Yo 
Sell” is the title of an interestin 
booklet being sent to all the Nunn-Bush 
retail dealers by the factory. This 
booklet tells in terse, readable language 
the special features of the Nunn-Bush 
line which every retail shoe salesman 
should know. 

A letter signed by A. W. Bush a. 
companies this booklet. Three stro 
paragraphs from this letter follov; 

“I am asking you to do me a favor. 
I want you to ask everyone in you 
store who sells men’s shoes or who is 
at all interested in the merchandising 
of men’s shoes to read and ‘learn’ the 
information in the numbered para 
graphs of the enclosed booklet. 

“Without a doubt, unusual values are 
the strongest force in building new 
business. When unusual values are 
backed up by good salesmanship, hov- 
ever, things hum. It is because good 
salesmanship delights in making u- 
usual values known to customers. 


Kinney Norfolk Store Moves 


NorFoLk, Va.—After being in one 
location for the past 20 years, the G. R. 
Kinney Co., Inc., store is moving to 
larger quarters at 253 Granby Street 
J. D. Brennan will continue to serve as 
manager, he having held that post for 
11 consecutive years. 


New Baltimore Store 


BALTIMORE, Mp.—The Vanity Smart 
Shoes shop which opened at 206 Wes 
Lexington Street, is to feature women’s 
footwear in the popular priced range, 
exclusively. Hosiery will also be car 
ried. 
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> big, here 
popu larity 


= ToEALTH 
[HEAR 


INCREASING INTEREST 
me ot IN FOOT HEALTH 


ring here, 
ed “Little 


wag . increases turnover possibilities 
or ie 


ladies ty of POLLYANNAS 


about a 

rate busi. 

old-style The revivified public interest in foot health opens new 
possibilities for this shoe which has already proved its 
remarkable ability for producing an eight to twelve time 
turnover—based on amazing and authentic health features 


‘2 at a moderate price. Pollyannas have been making turn- 
hoe You over history for hundreds of retailers for over two years. 
teresting Their position, their worth, their selling possibilities today 
ann-Bush are greater than ever. Witness this exact record taken 
y. This from our ledger... 

anguage 

Inn-Bush @ 

salesman 


ACTUAL LEDGER RECORD 


, (Store A*) : 
follow: TYPICAL 


a favor, 


1932 1932 1933 

First 6 Months Second 6 Months Third 6 Months POLLYANNA 

in your Jan. 356 July 1 Jan. 593 SHOE STYLES 
i Feb. 638 Aug. 77 Feb. 1657 
Mar. 637 Sept. 834 Mar. 259 
Apr. 4 Oct. 767 Apr. 788 
May 478 Nov. 196 May 810 
June 184 Dec. 527 


TOTAL 2297 TOTAL 2402 TOTAL 4107 


* NAME ON REQUEST 


The 

Airy Arch 
keeps feet 
comfortable, 
cool and 
healthy 


Pollyannas 


Mer-S Kueier Shoe Co. Style 880 


ANNVILLE, PENNSYLVANIA 
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Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
: infants’ Soft Seles...0-3 


intermediates ........ 1-5 
Flexible Hard Soles. ..2-8 
Send for In-Stock 
Catalog 





MRS. DAY'S IDEAL BABY 
SHOE CO 
Locust St. 
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WHERE TO BUY 


Sport Footwear 
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Selling and Styling Strengthened 


LYNN, Mass.—Strout & Stritter Co. 
have added Frank Muller, who was re- 
cently with Newton, Elkin Shoe Co. of 
Philadelphia, to their sales staff. They 
have also enrolled, as a member of 
their production staff, Frank Eber- 
hardt, a custom patternmaker, long ac- 
tive in the fine trade of New York City. 
Mr. Eberhardt will style the shoes “a 
step ahead,” and Mr. Muller will sell 
the shoes to style centers from coast 
to coast. 

Shoemaking is changing fast these 
days, even in revolutionary ways, and 
the firm is determined to keep up with 
the times. This means the newest 
equipment and the most skilled shoe- 
makers in the factory, and the very 
latest ideas in the construction of shoes 
and the styling thereof. 





Makes First Selling Trip 


Harvey B. Evans, son of Arthur L. 
Evans of the L. B. Evans’ Son Co., 
Wakefield, Mass., has recently finished 
his first selling trip for the company, 
on which he carried a complete line of 
slippers. Though his territory includes 
all of New England, on this trip he 
visited only the larger centers. 

He met many expressions of opti- 
mism regarding the future, and secured 
good business on some of the specialties 
which his company has recently ‘spon- 
sored, notably, Arch Support turn slip- 
ers for men, a new line of soft-soled 
turns and the “Summer-Sense” turn 
oxford for men, which appears to be 
selling especially well made up in Lin- 
tex. 


CURTIS GARRETT 


Mr. Garrett represents the Walter Booth Shoe 

Company of Milwaukee in the Pacific North- 

west territory, including Washington, Oregon, 

Idaho and Montana. He makes his headquar- 
ters at Olympic Hotel, Seattle. 





Special Sales Representative 


E. M. Rogers, well known in shoe 
manufacturing circles, has been ap- 
pointed special sales representative for 
the entire Western territory by Racine 
Shoe Manufacturing Company. Mr. 
Rogers formerly styled and handled 
sales for the Vitality Shoe Company 
and is well acquainted with the dealer 
trade in many parts of the country. 
His home is located at San Diego, from 
which point he will conduct his oper- 
ations in the field. Mr. Rogers is now 
on the territory and he sounds an en- 
couraging note with the report that 
factory production of this company 
has been doubled in recent months. It 
is self-evident that Mr. Rogers’ host of 
friends wish him success in his latest 
venture. 


Kepner-Scott in New Offices 


The Kepner-Scott Shoe Co. of Or- 
wigsburg, Pa., manufacturers of chil- 
dren’s and infants’ turns and prewelts, 
has moved to new offices and show- 
room in Room 429, Marbridge Build- 





> ON THE SELLING END 


News of the Travelers and Sales Activities 





COVERS PACIFIC NORTHWEST 





| for Fall. 
| sparkling dinner at the Losant ville 
| Country Club. 








ing, New York. 












































































U. S. Shoe Men Meet 
In Cincinnati 

CINCINNATI—The sales represents. 
tives of the United States Shoe Co. 
poration have left for their territorig 
after a successful two-day meeting jy 
Cincinnati. Joseph S. Stern, president, 
was acting chairman. 

Round-table discussions were led by 
various department heads. Miss (Cp. 
burn, fashion editor of the Lisdies 
Home Journal, contributed a welcome 
address on shoe and suit ensembies, 
Harry Scheft, of the Scheft Company 
of Boston, spoke helpfully on the sub. 
ject of cooperation between maker and 


marketer. 


The meeting was climaxed with a 
showing of the new Red Cross Shoes 
The wind-up came with a 





| Cogswell Has New Connection 


C. N. Cogswell, known to the trade 
and the boys on the road as “Cogyie,” 
is now representing the firm of Jack- 
son, Miller & Wilde of Merrimac, Mass. 

“Coggie’s” job is to sell the output 
of the factory, which means that he 
will cover the principal cities of the 
East and the Middle West. 

Up to recently he has been connected 
with the Unity Shoemakers and prior 
to that was representative for the A. 
J. Anderson Co. With a new line of 
samples Coggie is now on the territory 
and all the boys are wishing him the 
best of luck as he deserves, for there 
is no salesman on the road who has the 
confidence of the trade more than he. 


Takes Larger Sales Office 


Nathan J. Levy, sales manager of 
the New York office of the Irving Drew 
Company, announces that he is moving 
from his present location in the Mar- 
bridge Building to Room 746 in the 
same building. 

This new sales and style studio, |o- 
cated on the seventh floor of the Mar- 
bridge Building, is a larger unit con- 
sisting of three rooms where the Drew 
lines of shoes will be always on dis- 
play. An invitation to inspect the 
rooms has been issued to the trade. 


J. & K. Men Out 


CoLumBus, OnH10o—The Julian & 
Kokenge Co. have just concluded the 
semi-annual sales conference at te 
factory here. The travelers carryiig 
the new Fall samples on Foot Friend, 
Foot Saver and Meadowbrook left for 
their territories at once. The confer- 
ence was in charge of H. M. Lape, S~., 
president, and H. M. Lape, Jr., sal:s 
manager. 
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IDEAL FOR 
SUMMER FOOTWEAR 
Shoes made with lightweight 


Celastic Box Toes feel better, 


look better, and wear better. 





THE QUALITY BOX TOE 
U/C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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New Castle Joins Allied Groups 


Boston—Announcement is made by 
Sol. Agoos, president of the Allied Kid 
Company, of the merger of the New 
Castle Leather Company of New York 
with the Allied Kid Company of Boston. 

Operation of the New Castle Leather 
Company will continue without change, 
as a division of the Allied Kid Com- 
pany, under the direction of Robert E. 
Binger, for many years associated with 
the New Castle Leather Company as 
president, and J. Wirt Willis, an 
acknowledged authority on colored 
glazed kid tanning, a vice-president of 
the New Castle Company. 

Other member divisions of the Allied 
Kid Company are: Standard Kid Di- 
vision, Quaker City Division, McNeely 
Division and Specialty Division. 


Novelty Shoe Manufacturers 
Meet 


BosToN—A group of about one hun- 
dred representatives of women’s shoe 
factories met at the Hotel Statler, Bos- 
ton, Monday, May 22nd. The produc- 
tion of women’s novelty footwear in the 
New England district was well covered 
by the attendance. 

The meeting was for the purpose of 
effecting cooperation with the new 
industrial control program now under 
consideration in Washington. Louis 
Salvage, of the Unity Shoe Company, 
Boston, served as presiding officer and 
the principal speaker was J. Frank 
McElwain, the industry’s contact exec- 
utive thru Washington. 

The temporary list of directors, who 
may later elect officers and organize 
formally are as follows: E. R. Apt, 
Apt Shoe Co.; Phil Lown, Philco Shoe 
Co.; J. J. Daly, Daly Bros. Shoe Co.; 
H. M. Read, Gregory & Read Shoe Co.; 
Sam Chaves, Farina Chaves Shoe Co.; 
Ray McNamarra, Gorevitz-McNamarra 
Shoe Co.; Frank Shapiro, Publix Shoe 
Co.; M. Borkum, Harvard Shoe Co.; 
Louis Salvage, Unity Shoe Co.; Herbert 
Holmes, Corbin Holmes Shoe Co.; H. 
G. Lumbard, Lumbard Shoe Co. 


Business Shows Big Spurt 


LYNCHBURG, VA.—Sales on Bob 
Smart shoes for the week ending May 
20th were triple what they were for 
the same week of last year, according 
to R. Baumgarner, salesmanager of 
Bob Smart Shoemakers. 

The salesmen are on the territory 
now with their new Fall line and the 
results considerably surpassed expecta- 


. tions. 


Shoes are now being manufactured 
under the direction of Geo. Utley and 
the key men from the Milwaukee organ- 
ization in the exclusive men’s plant at 
Lynchburg, Va. 

For Fall they have a very unique 
and effective advertising plan which, as 
one of its outstanding features, has a 
complete point of sale program that is 
certain to prove effective. 
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To Hold District Meetings 
of Manufacturers 


New YorK—At a meeting of the 
Board of Directors of the National 
Boot and Shoe Manufacturers Associa- 
tion held at the Hotel Commodore, New 
York, Friday evening, May 26, 1933, 
Roger A. Selby, President of the Asso- 
ciation, and Jay O. Ball, Managing 
Director, reported the results of their 
several visits to Washington during the 
past few weeks. The Board of Direc- 
tors recommend that meetings be held 
in the several shoe centers inviting all 
shoe manufacturers to attend, both 
members and non-members of the Asso- 
ciation; and that the Managing Direc- 
tor of the Association attend such 
meetings, report the provisions of the 
National Industrial Recovery Bill and 
its application to the Industry, and 
secure the views of the various manu- 
facturers in different sections of the 
country on the subjects of maximum 
hours, minimum wages, and other con- 
ditions in the Industry to which the 
National Industrial Recovery Bill may 
be applicable. 

Directors of the association are asked 
to arrange these meetings in the vari- 
ous shoe centers at the earliest possible 
time; and the dates of the meetings 
will be announced as soon as determined 
upon. Directors of the National Boot 
and Shoe Manufacturers Association 
will invite manufacturers in their re- 
spective territories to attend the meet- 
ings, both members and non-members 
of the Association. It should be noted 
that all manufacturers are welcome 
and in case mailing lists may not be 
complete, notices will be inserted in 
local newspapers inviting all manu- 
facturers to attend. Shoe manufactur- 
ers should avail themselves of the 
opportunity of attending these meet- 
ings; and any manufacturers desiring 
further information regarding the 
meetings in their respective sections of 
the country may address Miss Ruth S. 
Freeman, Secretary, National Boot and 
Shoe Manufacturers Association, 2812 
Chrysler Building, New York. 


Army Shoe Prices Advanced 


An average advance of 64c. above the 
price paid by the United States Gov- 
ernment for the same type of shoes, 
marks the difference in bid between 
May 4th and May 15th. The new shoes 
average $2.54 per pair, in a lot num- 
bering 200,016 pairs. 

The successful bidders, 
and prices are: 

Brown Shoe Co., St. Louis, Mo., 25,- 
000 pairs at $2.22 net; 25,000 pairs at 
$2.33 net delivery to be completed by 
July 15th. 

International Shoe Company, St. 
Louis, Mo., 40,000 pairs at $2.48 net 
delivery to be completed by July 15th. 

Joseph M. Herman Shoe Co., Millis, 
Mass., five blocks of 10,000 pairs each 
at $2.48, $2.53, $2.58, $2.63 and $2.68 
less 4% in ten days. 25,000 pairs at 
$2.73 less %%. 35,016 pairs at $2.78 


quantities 





less %%. Delivery of 2,000 pairs 
start within 30 days and delivery 
15,000 pairs weekly thereafter y; 
finished bringing delivery date up 
August 15th. 

These shoes are to be distriby, 
mainly to the civilian corps now do; 
reforestation work. 


Northwest Convention Plans 


PORTLAND, OrE.—Steve Woch 
General Convention Chairman for ty 
Convention of the Pacific Northwe 
Shoe Retailers’ Association, at Por, 
land, Ore., June 19 to 21, has selected 
numerous committees in whose hanj 
the forthcoming convention is rapi 
being molded into one of the most oy 
standing attractions of the year. 

Among the important committey 
are the reception committee, headed }y 
Ward B. Brazelton; the entertainmer 
committee, headed by Mr. Wochy 
Will A. Knight is chairman of the a¢. 
visory committee, Oscar Olman of th 
registrations, D. H. McAllister of th 
publicity committee, and W. R. Eberle, 
of Jaggy’s in Vancouver, Wash., heaj 
of the suburban committee, which wil 
take in the environs of the Orego 
metropolis. 


Action In Whites 


New York, N. Y.—Reports from 
Kid Tanners and Calf Tanners grow 
show an increase of about 35 per cent 
gain in sales of white leathers for this 
year, with orders still coming in. This 
tremendous swing to white leathers has 
resulted in an unprecedented demani 
for white cleaners. Among the polish 
manufacturers who sensed this situa 
tion is Walter Janvier, Inc., of New 
York, national distributors of Shv 
Milk. This firm states: 

“We naturally anticipated a big 
‘white’ season and backed our judg. 
ment with a national newspaper ai- 
vertising campaign tying Shu-Milk wu 
directly with dealers’ efforts to display 
and feature white footwear to the pub- 
lic. Our volume to date is proportion- 
ately well ahead of any previous year.’ 


Collecting Worn Shoes 


LOUISVILLE, Ky.—The Junior Board 
of Trade in Louisville is sponsoring 4 
movement to help the Goodwill Indus- 
tries secure shoes to repair and resell. 
J. C. Fedler, third, of the Boston Shoe 
Store, is chairman of the committee in 
charge of this movement. Every shoe 
store downtown has a bright red bar- 
rel on the pavement in front of the 
store into which the public can drop 
discarded shoes. The school children 
are enlisted to collect from the resi- 
dence districts and the children col- 
lecting the greatest number of pairs 
is given a new pair of shoes. There 
are three prizes for the children. In 
the first three days of the plan about 
half a carload of shoes have been do- 
nated. It is hoped to secure a whole 
carload by this means. 
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delivery 
eafter uni 
= BUY as you SELL 
distriby, ° ° ° ° 
; now doi And Avoid Frozen Capital in End Sizes 
The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 
P lans Insures Accuracy of Buying Judgment 
an for th Bleck “If a $5 Gold Piece Falls Thru 
Northweg — a Crack in the Floor”—is the 
A * Pi » >a title of our instruction brochure 
. p22 for keeping stock records: 
10se hang leather back ; ? 
is rapi¢ hun, Supplied with each order for 
Most out L geld lettering the Stock Record System. 
year, 
coe One hour a day keeps your records com- 
rtainmer, plete— 
Pian. Every sale and purchase recorded — 
ge: 7 Visible daily turnover and sales report— 
er of th with monthly inventory of each stock 
R. Eberle = number— 
ish., head Form 103 
hich wil neem Shoes on hand, on order, due, returns, 
> Oregon p00 MONTHLY INVENTORY transfers in or out from branch stores— 
FOR GROUP OWNED STORES 
—the Stock Record System used in con- 
‘ts from junction with the MASTER STOCK 
hog SHEET and the central office CONTROL 
for this FORM, also a COMPARISON FORM for 
in. This sales of total pairs by seasons and years, 
— gives the merchant-owner complete stock 
e polish control with style and sale trend. 
S situa 
of New 
ft Shu Complete Working Outfit....... $7.25 
a bis (West of Denver........ $7.75) 
r judg. Consists of: 
ool at: Black Cloth binder—11!4” x 13%”...... $1.50 
die be: OR: DeLuxe Imitation Leather......... 2.00 
“ ni 100 Daily Sales and Stock Sheets, (Form 
vortion- #100) and 1 Comparison Form........ 2.50 
year.” 2 Inventory Pads (100 sheets)......... 0.50 
2 Buying Order Pads (50 sheets)........ 0.50 
(or 4 of each, as preferred) 
1000 Carton Tickets and Clips......... 2.25 
Board Above, not including Carton Tickets.... 5.00 
a a (West of Denver........ $5.50) 
ndus- 
resell, Postage Prepaid—Check with order, please, unless 
1 Shoe C.O.D. Shipment is preferred. 
tee in 
age (New Revised Fifth Edition) Orders filled for any forms preferred. 
: - ot Fo ge Aired Eiowe, Guile imitation leather binder shown above, Shoe Carton Tickets and Clips: 
. Special Quantity Price: NR i issk heat eertidaaecneeeadi $0.50 
Re 400—Daily Sales and Stock Sheets (Form No 100)............++. $9.00 igs aA A RAEN 1.25 
= ayers Weaninne Gee. Gade: Se. segutete matted of Rquring WI bak kde candatsvicectssccaeceeees 2.25 
- eol- WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 5000 (per thousand) .............++eee: 2.00 
pairs 
There 
“t MERCHANTS SERVICE DEPARTMENT 
: bout 
na Boot and Shoe Recorder 
“hole 367 WEST ADAMS ST. CHICAGO, ILLINOIS 
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SALESMEN WANTED SALESMEN WANTED 















LINE WANTED 


HOE Mfrs. and Jobbers attention. Haye 
spacious offices with outside solicitatio::s, Al 
W D ref. and will be pleased to represent jou in 
ANTE —REAL SALESMEN ee and — hag Your “rejects 
P P cancellations wi rin etter prices th 
A New Dea! is available to salesmen who understand how to merchandise a new a oftices. ; ened p rte ne. Pong 1924 F: inklin 
line of shoes to established retail merchants. Backed by a firm located in St.. Oakland, Calif. 
Wisconsin which is in good standing and which has always made good shoes. 
Eee line, comprising both Men’s and Women’s Shoes, has a number of exclusive 
eatures and every assistance in the way of merchandising ideas, advertising 
and dealer helps will be available. Priced to retail at $6.00. SIDE LINE WANTED 
Sell yourself in your first letter, and give complete information about yourself, 


























































as well as the names of former employers and dealers you are personally SIDE LINE WANTED—Children’s shoes pre- 
acquainted with. This information will be held in confidence and we will not ferred by able salesman covering Washington, 
get in touch with anyone without writing you first. Our men know of this ad. Oregon, Montana, and Idaho, and selling finest 
Compensation on liberal commission basis. class of trade women’s novelty and sport shoe 


This is one of the best opportunities ever offered in the shoe business. line. Cost of traveling this territory makes it 


agreeable for our representative to carry non. 
ADDRESS D-378, CARE conflicting line. This is a rare opport unity 


BOOT & SHOE RECORDER for some manufacturer wishing to Serine busi- 
367 WEST ADAMS ST., ness economically in this territory. Acidress 
CHICAGO, ILLINOIS 1)-379, care Boot and Shoe Recorder, 367 West 








Adams St., Chicago, Illinois. 















ANTED — Experienced salesmen for Fall — 

season beginning in June to carry well “ii WANTED TO BUY 
known line of women’s style arch shoes and POSITION WANTED 
women’s turn comfort shoes. Strictly com- 






















































































mission basis—setilements, first and fifteenth of ETAIL SHOE SALESMAN WHO KNOWS -RAY MACHINE Wanted; second-hand but 
each month. No objection to carrying non- PENNSYLVANIA TRA DE Is must be in good condition. Cash. Adiress 
conflicting side line. Following territories open: SE aks Geran UNITY TO RM D-377, care Boot and Shoe Recorder, 239 West 
Missouri and Kansas—Michigan—Kentucky and CONNECTION WITH SOME Rerreee 39th Street, New York, N. Y. 
Tennessee—Virginia, North and South Carolina SHOE STORE. PEOPLE THAT I HAVE ; ae 
—Louisiana and Mississippi—Georgia, Florida WORKED FOR UL OF ME OLE leather strips, six to seven iron, anv 
and Alabama—Oklahoma and Arkansas—Wash- AMA esti AR = CHANCE TO quantity. Address D-374, care Boot and 
ington, Oregon and Idaho. Send _ references DEMONSTRATE 1 MY (ABILITY. ADDRESS _ | eaenamal 239 West 39th Street, New York, N 
with application giving names of former em- D-368, CAR SHOE 
ployers. Address D-362, care Boot and Shoe CORDER. ry wise Torn RTREET. NEW pho 
seeeeter, 239 West 39th Street, New York, YORK, N. Y. the 
N.Y. WANTED TO PURCHASE §i ci 
| SHOE me, 18 years’ fargeee piites its 
: men’s shoes in Greater New Yor esires 
a SIDE line salesman for new medicated mole- connection with reliable manufacturer making me! 
' skin foot relief. Nothing else like it. Three lide th vatail at theese adil ‘Add D-375 k 
rt years on market. Fast Selling repeating shoe apse ee ge Fy — oO . ey w, , oa __ Buyers of Surplus Stoc $s Lov 
3 store item. Popular price. Liberal commission. , oe oN any - oN YY er, oe est J w'll bey curples or entire stocks of shoes Fre 
Kinox Co., Rutland, vi street, New York, N. £- wane aan uf , Jebbers er retailers. f 
24 or | 
‘ SHOE STYLIST with Paris office and organ- QUANTITY NO GasEST 
j WANTED — SALESMEN with established ization long successful experience — sailing KIRSCH - BLACHER CO.., Inc. — 
i territory to carry as sideline on commission Paris next month--—remaining half year—seeks 
i basis, full line ladies’, men’s, children’s house worthwhile connection—exceptional references. 590 Broadway New York 
] and_ boudoir slippers. Liberal commission. Address D-373, care Boot and Shoe Recorder, Phone Canal 6-4296 and 4299 Ad 
| Address D-365, care Boot and Shoe em. 239 West 39th Street, New York, N. Y. 
239 West 39th Street, New York, N. 
New Des Moines Store . 
SALESMEN wanted to carry, on straight com- BUSINESS OPPORTUNITY 
mission basis a good sideline. Many good Des MoINEs, IowA—Des Moines pai 
territories open. Interested only in salesmen 7 9 ° pa 
who can turn in some good oe aa er - ware should auze 9 teaiend Chine newest shoe store is Black’s. This store Dr 
ences required. Address D-376, care Boot an odist. omplete course by correspondence. ’ j 
Shoe Recorder, 239 West 39th Street, New Adjustments, pads, supports, surgery taught. features men’s shoes at the one lt Po 
York, N. Y. EVANS FOOT INST., Montgomery, Ala. of $2.50. fit 
vic 
> | sit 
CLASSIFIED ADVERTISING RATES a 
The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. an 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge a 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each sa 
word of the address should be counted. sc 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. pl 
Classified advertising is payable in advance. hs 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ a 
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USE THE 


WRITE TO 


23° WEST 39TH ST. 


BOOT AND SHOE RECORDER = 
TRADE MARK SERVICE \ 


This Service Is Rendered Without Charge to All 
Subscribers to Boot and Shoe Recorder. We Have on 
Record at This Office the Latest and Most Complete 
List of Trade Names of the Shoe, Leather and Allied 


Industries in the United States and Canada. 


BOOT AND SHOE RECORDER 
NEW YORK, N. Y. 


a 
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YVE FOUND 
THE BEST 

24 HOTEL VALUE 

IN NEW YORK 


“_ CITY. 


Just think... mod- 
ern, new hotel, in the 
heart of New York— 

200 feet from. Broad- 

way, on: 45th Street. 

A room and bath for one, 
$2.50; for two, $3.50. 


t's he PICCADILLY 


45th-STREET and BROADWAY e@ 
WILLIAM MADLUNG, Mng. Dir. 


NEW YORK 








A SALES MAKING INTERIOR DISPLAY 
SS 


A shoe department which features interior displays 


New Beprorp, Mass.—The above 
photograph shows in a measure how 
the smart shoe department in the 
Cherry & Co. department store handles 
its interior displays. This shoe depart- 
ment is leased by I. H. Morse Co. of 
Lowell, Mass., and is managed by P. V. 
Fredette. There are some 100 pairs 
of shoes on display in this department, 


yet there is no crowding or junking. 
Each shoe is as carefully formed and 
placed as though it was the only pair 
in the entire store. The management 
finds that in having many shoes out on 
disp'ay that many extra sales are made 
through the customers being allowed 
to handle them. It’s an old depart- 
ment store policy and is proving itself. 


EEE 


Adds Podiatrist to Store Service 


GREENVILLE, S. C.—W. E. Phelps 
proprietor of the Piedmont Shoe Com- 
pany, hit upon the idea of giving up 
part of his shoe store for an office for 
Dr. J. F. Schipper—noted Chiropodist- 
Podiatrist in attendance for scientific 
fitting as well as general chiropody ser- 
vice. It has been just over a month 
since this has been done and has proved 
a success for both the shoe business 
and the doctor. This has helped sell 
a better class of merchandise and his 
salesmen are now fitting the foot 
scientifically. Dr. Schipper has been 
practising for 15 years in Miami, 
Fla., of which 5 years were spent in 
Burdine’s where he introduced the same 
service Mr. Phelps is doing here. 





Irving Tanning Moves 


Peapopvy, Mass.—The Irving Tan- 
ning Co. has started up the Walnut & 
Wallis Street plant that it recently 
bought of Amdur, Limon Co. Equip- 
ment from the discontinued Salem fac- 
tory has been moved to the new plant. 
The Irving company is starting the new 
shop by making 509 dozen sheepskins 
daily for the shoe, coat and other 
trades. 


New Berkeley Store 


BERKELEY, CAL.—Betty Ware Shoe 
Store has recently opened at 2118 
Shattuck Avenue, Berkeley. 





SNAPPY 
Price Tags 


add color to 
your trims 


For 
June 


Colors—Blue bar 
with orange sun- 
burst on silver 


board. 








For 
July 


Colors — red, 
white and blue. 








Any Assortment of Prices Desired 


SIZE: 159” x 2%” 
6 Dozen 
12 Dozen 
24 Dozen 


Added Feature for Price Ticket 
Customers 


For $1.25 additional: 6 display cards 
emphasizing your service, quality or fit- 
ting will be sent. 


CHECK WITH ORDER, PLEASE, UN- 
LESS C.0.D. SHIPMENT IS PREFERRED 


Samples and Details Sent on 
Request 


Merchants’ Service Dept. 


BOOT AND SHOE 
RECORDER 


367 West Adams St. 
CHICAGO, ILL. 





























BOOTS AND SHOES 
Ault-Williamson Shoe Co., Auburn, Me.... 51 


Bass, G. H., & Co., Wilton, Me 
Booth, Walter, Shoe Co., Milwaukee, Wis. 2-3 


Cambridge Rubber Co., Cambridge, Mass... 23 
Chase, W. S., Sons, Haverhill, Mass 
Child Life Shoe Mfg. Co., Milwaukee, Wis. 54 


Clapp, Edwin, & Sons, Inc., E. Weymouth, = 


Colt-Cromwell Co., Inc., New York City... 50 


Dickerson, W. T., Co.. Columbus, O 
Dodge, Bliss & Perry Co., Inc., Newbury- 
a eR Se Ae Me ear 8% 41 


Ebberts, John, Shoe Co., Buffao, N. Y..... 56 


Goodrich, B. F. Footwear Corp., Akron, O. 6-7 
Green Shoe Mfg. Co., Boston, Mass. Back Cover 


Hood pratense Products Corp., be ered . 


Jarman Shoe Co., Nashville, Tenn 
Kreider, A. S., Shoe Co., Annville, Pa 


Minor, P. W., & Son, Inc., Batavia i 
Mishawaka Rubber & Woolen Mfg. Co., 
Mishawaka, Ind Second Cover 


Mrs. 
Mas: 


Nettleton, A. E., Syracuse, N. Y........... 52 


Old Colony Shoe Co.. Brockton, Mass...... 52 
Orthopedic Shoes, Inc., New York City.... 


Pedigo-Lake Shoe Co., St. Louis, Mo 
Richards & Brennan Co., Randolph, Mass. . 
Roberts, Johnson & Rands, St. Louis, Mo.. 


Shaft-Pierce Shoe Co., Maribault, Minn.... 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... | 
Stacy-Adams Ce., Brockton, Mass 

Swan Shoe Co., Baltimore, Md 


United States Rubber Co., New York City, 
Front Cover 
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LEATHER AND OTHER MATERIALS 








Allied Kid Co., Boston, Mass. ............ 33 


Colonial Tanning Co., Boston, Mass 
Goodyear Tire & Rubber Co., Akron, O... 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Cavalier Corp., Baltimore, Md 
Janvier, Walter, Inc., New York City 


United Fast Color Eyelet Co., Boston, Mass. 
Third Cover 


United Shoe Machinery Corp., Boston, 
48-5 


SHOE ACCESSORIES 


Shoe Form Co., Auburn, N. Y 
Simplex Shoe Tree Corp., Chicago, Ill..... 52 


MISCELLANEOUS 
American Weekly, New York City 


Brookmire Economic Service, New York se 


Hotel Piccadilly, New York City 
Kirsch-Blacher Co., Inc., New York City.. 62 








ToRONTO, CANADA—Promise of a 
progressive increase in the price of 
hides and leather and, consequently, of 
shoes, is voiced in a letter received 
from one of the largest shoe manufac- 
turers in the country, by J. Gordon 
Knox, Toronto, shoe merchant. 

The manufacturer uses the increases, 
naturally, as a motive for early pur- 
chases, both by merchant and the gen- 
eral public, and bases all his predic- 
tions on economic and market reasons. 





Re-forestation Shoes Bought 
NEw YorK—An emergency purchase 


of 74,000 pairs of standard service type f 


shoes was made from the stocks of the 
Endicott Johnson Shoe Corporation, 
The shoes were booked at $2.08 and 
$2.17 per pair and consist of heavy ser. 
vice type footwear. 

The lot of 74,000 pair was needed to 


cover immediate demands in view of} 
the fact that the quartermaster’s de. | 
partment found itself short of center | 
sizes and widths for the army of men! 


engaged in reforestation work. 


Opens New Fall River Store 


Fatt River, Mass.—The 
Phillips Shoe Co., Inc., operator of the 


Phillips’ shoe chain, opened their 30th | 
store in this city on May 20. An-[ 
nounced by large newspaper advertise- | 


ment and gala store signs, the opening 
day was an encouraging one for the 
company. 


Celebrating 33rd Anniversary 


FALL River, MaAss.—The 


events this week, the most important 


being the store’s 33rd anniversary, for F 
which many special sales are being fea- 
The second, in keeping F 
with present agitation, the store is fea- 
turing All American Made on all price 7 
signs and posters in the store and in |- 


tured daily. 


the large window display. 


B. Kramer is Akron Manager 


AKRON, OHI0.—B. Kramer has as- 
sumed new duties in the management 


of the local Cort Shoe Store. He re- 
ports that the new store was accorded 
a splendid reception. Kramer was with 
the Newark Stores for seven years as 


district salesmanager and merchan- 


diser. 


HIRING MORE SHOE 
SALESMEN 


Chicago—A decided trend toward better 
business during the past six weeks is the report 
at Marshall Field and Company. On busy days 
during April and May ten to fifteen additional 
men were called in to the shoe departments. 
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Harpel- F 


Modern F- 
Shoes Store is celebrating two major | 


com 
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e Big Season for 
VITALITY SPORTS SHOES 
is here 


Sports Shoes are in the center of the retail picture. 
Men are thinking of shoes for out-of-doors occa- 
sions or to go with the light weight clothes they 
wil! wear to the office. 

It’s time, therefore, to check your styles and sizes 
ahead of the demand that is coming and avail your- 
self of our extensive stock department. 

Our stock representation of sports styles for men 
embraces a wide and varied selection in complete 
widths and sizes. 

The demand for Men’s Sports Shoes out of stock 
is generally very heavy during a comparatively short 
season. Send your order for sizes promptly. 


VITALITY SHOE COMPANY ; ST. LOUIS, MO. 
Branch of International Shoe Company 


——— 





* And as well, a fine representation in sports styles 
is also offered in our Men’s $4 Thrift Grade 
Shoes and in our line for Boys and Youths 




















5579—White Pig with Black Calf Saddle 
5590— Sand Pig with Brown Calf Saddle 


5580—White Elk and Black Calf 
5581—White Elk and Brown Calf 


WOMEN’S MEN’S CHILDREN’S BOYS’ 


AAAA to EEE AAA to G Widths and Sizes AtoE 
Sizes2to11$5 Sizes5to 14 $5 for all ages Sizes 1 to 6 


Extreme Styles $6 A Few Styles $6 : $2 to $4 $3.50 
Vitality Thrift Grade Shoes For Men and Women... $4.00 


an Nationally Advertised in 
$587—All Over White Calf VOGUE 7 LADIES‘ HOME JOURNAL 7 McCALL’S 
ver Black Calf GOOD HOUSEKEEPING + PHOTOPLAY 


5584—All Over Black Cal 








these signs appear on the fronts of two different stores on one street 


| 








DRY GOODS, NOTIONS: 
LINGERIE 
BATHING SUITS 
INFANTS’ WEAR 











Picture in your mind the two stores likely to be represented by 
these signs. One, the ultra-modern front shoe store; tastefully 
window-dressed, harmoniously lighted and decorated, attractively 
equipped in its interior. Presumably operated by able and alert 
merchants, with a staff of trained salesmen. 


The other store jammed with variety goods in its window and on its 
cheap shelving. Tables and counters crowding the small inside 
area; the proprietor and his wife the sole attendants. 


In which of these two stores would you expect to find better mer- 
chandising of seasonal offerings? ai 


You Wou kp never THINK Sq | 


t 
i 



























B/ 


in 


sel 


di! 


The 


con 


end 
Au 


The 
his 
Jur 
face 
of 1 


Lea 


adv 


| wil 


Vac 


tak 





































BATHING SUITS generally start selling toward the end of May 
in most states. So do white kid shoes. Both items attain volume 
selling in June and show peak movement in July. With this 


difference: 


the small dry goods store secures its full mark-up and profit throughout 
the month of July and the first 20 days of August on bathing suits. 


the modern shoe store seems to think the summer ends with July 4th and 
frantically marks down its white kid shoes, starting anywhere from June 


20th to July Sth. 


The dry goods shop proprietor knows that the biggest demand for bathing suits 
comes after July Ist and that turn-overs with full profit can be made almost to the 


end of August. He has to carry sizes, styles and colors. His fill-ins occur to 


August 10th. 


The shoe merchant, even in this tremendous white kid season, will most likely make 
his usual mistake. Just because he sold most of his white kid shoes in May and early 
June, he thinks he did a good job, aided by weather. He merely scratched the sur- 
face! He’s ready for a clearance sale instead of a big re-order and another turn-over 
of white kid shoes at full mark-up. 


Leading manufacturers are carrying many models of white kid shoes in-stock. Take 
advantage of this service. Even make-up orders for June 30th or July 6th deliveries 


will pay good profits! 
Vacationists always want a brand tiew pair of white kid shoes. Most vacations are 
taken after July 10th. Specify LEVOR eying 4 ze: your whites and sell a second eee 
of washable white kid shoes. 


oT Here Are Tue Facts: 








Boot AND SHOE RECO: 


IRDER : Boo 
combining THE SHOE RETAILER, June 10, 1933 


com 









GONPFSEHKEN 
IS THE LOGICAL LEATIEEL 
For MENS SUMMER SHOES 








Say QUAKER CITY COLORS ae . 


‘10 











” CHESTNUT me i cuisine seals 
FOR WOMEN 
FOR MEN 
CHOCOLATE BROWN TANGIER BROWN 
FOR WOMEN FOR MEN 


B LAC IX 


GLAZED catna KID 


The uniformity of Quaker City Quaker City Black, always in de- 
aniline dye colors is traditional. | mand, is made from Patna skins 
These four authentic Fall which Naturchasendowed 
colors are no exception. with an exceptional firm 
Depend on them to cover ness. That accounts for its 
your major requirements. perennial popularity with 
makers of fine footwear. 










QUAKER CITY DIVISION 


519 WEST HUNTINGDON ST., PHILADELPHIA, PA. 
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Work SHOES 


with a reputation 


Stronger-Than-The-Law, Soft & Good, Powerbilt, 
and Giant Calf . . . these sturdy, solid leather, 
Goodyear Welt, standard screw, and nailed bot- 








tom types are leaders in work and service shoes. 

They won recognition, pioneered the way, and 
| made history for our company in its early days... 
and played an important part in its rise to leader- 
ship in the fine shoe field. 





Star Brand solid leather work shoes are depend- 





able. They are "good property" in any man's 


stock. 


“Star Brand Shoes 


are better 








ROBERTS. JOHNSONS RAND 


Branch of international Shoe Co. 


Sr. Louis, Mo. 
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EVANS BROWN 






























Scores of Retailers 


throughout 
the country 


are enthusiastic 


over this New 
No. 101 Brown 


for fall 
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a BROWN for your fall 
requirements—with all the dependable 
features of Evans Leathers. This rich 


Madeira Brown offers you the security 
of a leather which is as nearly flawless 
as human skill can make it . . . Evans is 
constantly in the field to produce “the” 
colors in upper leather that will mean 


business for you... 
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cTIN MODE © IN SHADE © IN FACT 





Take a Piece of Evans “101” Brown... Pull it, stretch 


it—the color is always the same—a rich Madeira Brown 
.»» Uniform in Quality, Uniform in Grain, Uniform in Color. 





_ JOHN R. EVANS & CO. 


CAMDEN, N. J. PHILADELPHIA 
CINCINNATI ¢ST.LoulIS ‘QM 8 §=6BOSTON* MILWAUKEE 
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No Summer Shoe problems with this smart Ventilated” tie. Punched through 


and tongueless — light airy grace assures cool comfort that women demand. 





Florsheim National advertising, backed by a complete IN STOCK department 


service, enables Florsheim dealers to bring the best business of the community to 


their stores. Write for a catalogue. Priced at $ $ SO and $y C) 


OrSnelly 
Shoes for Women 


THE FLORSHEIM SHOE COMPANY... Manufacturers .. . Chicago 
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